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Public education professionals seem to have assumed that their 
"message” is being shared and received by the various publics associated 
with their schools. Societal and political concerns with and demands upon 
public education indicate a significant lack of confidence in our public 
schools. "School choice" and "competition" plans are the result of this 
concern and displeasure with the current state of our public education 
system. Had school districts adequately communicated its plan, purpose, 
and goals to its various publics the advocates of "school choice" and 
"competition" may not have had such a receptive audience. However, the 
"choice" era is upon us. Public school education must make plans to address 
this initiative. The definition of "school choice" as used in this paper is that of 
the 1991 Massachusetts School Choice law. Specifically, any child who is a 
resident may attend any Massachusetts public school whose district 
participates in the program. The major goal of this study was to undertake 
research regarding plans that identified "participating" and "non-participating" 
Metropolitan Boston communities have made to address public perceptions 
of their school systems. 
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This study was composed of two phases. The first phase involved the 
administration of the Public Relations Oberg-West Easy Scoring Sheet 
(PROWESS) to fifty selected superintendents of "choice" and "non-choice" 
Metropolitan Boston public school systems. Phase 2 of the study involved a 
more detailed study of a "choice" and "non-choice" school system. A 
superintendent from a "choice" and "non-choice" system volunteered to 
participate in a guided interview. 
Four conclusions resulted from the research. (1) Decisions to participate 
in school choice tend to be made based on financial considerations, 
decisions of neighboring communities and geographic location, (2) systems 
opting to participate in choice tend to have better prepared public relations 
materials and share information with their community more effectively than do 
"non-choice" systems, (3) school systems have not adequately planned and 
implemented school public relations plans and procedures, and (4) staff and 
administrative involvement in the school system's public relations activities 
was significantly less in "non-choice" than in "choice" systems. 
The study makes the following recommendations: (1) school systems 
must plan and implement a formal public relations plan for their systems, (2) 
school systems should identify staff members who will be responsible for 
planning, overseeing, implementing and evaluating the system's public 
relations plan, (3) "non-choice" school systems should begin to plan for their 
eventual involvement in school choice, (4) school administrators should treat 
staff as the most important audience when planning and developing a school 
public relations plan, and (5) school systems must develop strategies to 
involve that large majority of the community having no ties to public 
education. 
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Voucher programs, "schools-of-choice," "free market" education, controlled school 
competition, privatization of public schools,.public school education is entering a 
new era. Regardless of what it is called, school choice has arrived. "Choice" 
programs have been implemented in 30 states (Cawelti, 1991). Competition for 
students has been introduced within and among schools. The definition of "school 
choice" as used in this paper is that of the Massachusetts School Choice law which 
was established in 1991. Specifically, this definition of school choice allows any child 
who is a resident of the State of Massachusetts to attend any Massachusetts public 
school whose district participates in the program. Its potential impact, at the point of 
this discussion, may not be fully understood. However, it is clear that public 
education must regear in order to meet current student and community needs as well 
as to address societal and political demands which have been placed upon it. A 
crucial ingredient to such regearing may be a well planned and properly implemented 
public relations and marketing plan. 
Unfortunately, the common definition of school public relations, or public relations 
as applied to any type of venture, is often a clouded, biased distortion of the true 
concept. Public relations is often seen as a cover-up, as putting your "best foot 
forward," or just letting out the "good news." At its worst, public relations is seen as a 
manipulation geared to make the public believe something that is not true or coercing 
them to do something which others want them to do. (NSPRA, 1985) 
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Traditional school public relations programs tend to focus on communication. 
However, there is a feeling among educators that this may be unnecessary, or at least 
suspect. This viewpoint tends to suggest that good schools sell themselves and that 
marketing them or campaigning to persuade the public of their value is manipulative. 
However, current evidence indicates that neither of these positions makes practical 
sense. (Johnson , 1986) 
Public education may no longer be able to afford such a naive interpretation of a 
function so basic and crucial to the successful operation of our schools. Public 
relations may need to be seen as an integral part of school management. It is more 
than news releases, speeches and open-houses. The National School Public 
Relations Association defines educational public relations in its preamble to its 
Standards: 
Educational public relations is a planned and systematic management 
function designed to help improve the programs and services of an 
educational organization. It relies on a comprehensive two-way 
communications process involving both internal and external publics, with a 
goal of stimulating a better understanding of the role, objectives, 
accomplishments, and needs of the organization. Educational public 
relations programs assist in interpreting public attitudes, identify and help 
shape policies and procedures in the public interest, and carry on 
involvement and information activities which earn public understanding and 
support. (NSPRA, 1985) 
Lew Armistead, the director of public information for the National Association of 
Secondary School Principals, put this goal in simpler terms: 
The goal of school PR is to gain greater community support. Success 
means greater learning opportunities for students. All communities have 
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resources that will benefit students: volunteers, scholarships, on-the-job 
learning opportuniites, more supportive parents. But no community will give 
its all unless it supports what is happening in the school building. (Armistead, 
1986) 
To date, public education seems to have overlooked the importance of public 
relations and marketing as a crucial ingredient to its mission. In fact, some contend 
that the current negative perception of public education can be traced to a problem 
with public relations. Specifically, public educators and administrators seem to have 
lost, or never developed, a sense of place, purpose, and perspective which the 
general public expects, and now seems to demand (Hildrup, 1982). As we enter this 
new decade, the decade of "choice" and "competition," it is imperative that public 
education, like any other business, address this issue. Properly planned, 
implemented and evaluated, such a plan has the potential of positively impacting 
societal and political perceptions regarding public education. If we are to "restructure" 
our public schools, it is imperative that we first "rethink" our approach and 
methodology. Essentially, "restructuring" is easy, "rethinking" is difficult. This 
"rethinking" necessitates debate, constant communication with the various publics 
which our schools directly and indirectly impact, and occasional confrontation. This is 
crucial to positive change. 
The Massachusetts Education Reform Act of 1993 has brought the issue of school 
choice, and the necessary school public relations associated with choice, to the 
forefront of the education reform debate. Massachusetts now joins over 30 other 
states in establishing a school choice/competition initiative (Cawelti, 1991). The 
Massachusetts school choice law was enacted in 1991. The law allows any school 
age child who is a resident of the state to attend any Massachusetts public school 
whose district participates in the program. New terms associated with this law include 
3 
"receiving" districts (those school districts which chose to accept students from other 
school districts) and "sending" districts (those districts whose students leave to attend 
school in other districts). During the 1991/1992 school year, approximately 1,100 of 
the state's 840,000 public school students enrolled in thirty two (32) "receiving" 
districts. During the 1992/1993 school year, approximately 3,000 students were 
enrolled in an estimated fifty (50) "receiving" districts. In 1991/1992, the "sending" 
districts, who generally were plagued by low spending, were deprived of over $5 
million, since the law required the "receiving" district's tuition to be paid from the 
"sending" district's state aid. During the 1991/1992 school year the Massachusetts 
legislature recognized the potential hazard to "sending" districts and supplied $2.7 
million in emergency aid. In 1992/1993, the legislature amended the law by limiting 
tuition charged by "receiving" districts to seventyfive percent (75%) of the cost, up to a 
maximum of $5,000 per student. Additionally, the legislature appropriated another 
$4.5 million to reimburse "sending" communities for fifty percent (50%) of their losses. 
The intent of this law was to force school districts to compete for students in hopes that 
this competition would lead to better managed, more creative, more educationally 
sound, and eventually, more successful school systems. However, the law's funding 
formula led the Carnegie Foundation for the Advancement of Teaching to label it as 
"the most punitive" choice law in the country. (Massachusetts Teachers Association, 
1993) 
The Massachusetts Education Reform law of 1993 addresses a number of the 
questions and concerns relative to this intiative. Procedurally, effective at the 
beginning of the 1994/1995 academic year, every Massachusetts school district is 
required to accept students from "sending" districts unless the school committee of that 
district, after a public hearing, votes to "opt out" of the law. Additionally, every school 
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committee, regardless of their decision to participate or "opt out" of the choice section 
of the law, must submit a report to the Massachusetts Department of Education stating 
each school's capacity, anticipated enrollment, anticipated school choice enrollees, 
and available seats for additional choice enrollees. This report must be followed-up 
by a "non-residence attendance report" to the Massachusetts Board of Education. 
This report certifies the number of non-resident applicants, the disposition of their 
applications, how many non-residents will be attending in the next academic year, the 
identity of the "sending" districts, and certain tuition information. (Massachusetts 
Teachers Association, 1993) 
It is important to note other features of the Massachusetts School Choice Law as 
specified in the Education Reform Act of 1993, since they have a significant impact on 
the potential "public relations" plans of both "sending" and "receiving" districts. First, 
the law establishes a parent information center which is responsible for informing 
parents/guardians of the availability of school choice options as well as of the details 
of programs withing districts. This information will be distributed by the Massachusetts 
Board of Education. In addition, the Board will encourage visitation to choice schools. 
Second, the Massachusetts Department of Education must establish a school choice 
transportation reimbursement program for the 1994/1995 academic year. 
Reimbursement for the transportation of students attending a public school outside of 
their district will be provided for students who (1) qualify for free or reduced-rate 
lunches, and (2) who attend public school in contiguous districts. Third, district school 
committees must establish terms of student selection which will be used if the number 
of non-resident students exceeds the number of available seats in a school. This 
selection must be done on a random basis. District school committees must not 
discriminate in admission on the basis of race, color, religious creed, national origin, 
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sex, age, sexual orientation, ancestry, athletic performance, handicap, special or 
academic performance or proficiency in the English language. (Massachusetts 
Teachers Association, 1993) 
School choice and competition in the 90's, as well as the necessity for public 
education to inform the public and address its needs and concerns, will necessitate 
the establishment of a formal public relations/marketing program in our schools. 
Whether privately contracted or publicly funded, such programs may become an 
integral component of our public educational systems. 
This study investigates the opinions of a sampling of Metropolitan Boston school 
superintendents regarding their system's public relations program and the 
relationship of these public relations programs to the Massachusetts school choice 
initiative. This study involved two phases. Phase 1 consisted of a selected survey of 
fifty (50) Metropolitan Boston public school superintendents regarding their 
perceptions of their system's public relations program. The sampling included 
mailings to 24 "choice" communities and 26 "non-choice" communities. The Public 
Relations Oberg-West Easy Scoring Sheet (PROWESS) was the selected instrument 
for the survey. PROWESS allows for a quick response (yes/no format) and allows the 
respondent to "self-score." The survey evaluates seven categories of a school 
system's public relations program; (1) school image, (2) school financial referenda, (3) 
school media coverage, (4) community feedback and involvement, (5) staff 
involvement, (6) administrative involvement, and (7) program effectiveness. Scores 
from this survey were compiled. Average scores of "choice" and "non-choice" systems 
were compared. Comparison scores, as well as combined scores, were reviewed 
in each of the seven categories. Additionally, an item analysis of all responses to 
the forty eight (48) items of the PROWESS was undertaken in order to find similarities 
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and differences between the responses of "choice" superintendents to those of "non¬ 
choice" superintendents. Graphs and charts presenting the results of the above are 
contained in Chapter 4: Results and Discussion. A copy of the PROWESS and the 
cover letter mailed to each selected superintendent is included in the Appendices of 
this paper. 
Phase 2 of the study involved an interview of two school superintendents, one from 
a "choice" community and one from a "non-choice" community. The researcher used 
a guided interview format consisting of seven (7) questions. Interviews took place in 
the offices of the superintendents volunteering to participate. The interviews were 
tape recorded so as to allow for review and accuracy. A copy of the "Consent for 
Voluntary Participation" and a copy of the interview questions are included in the 
Appendices of this paper. 
The author's intent is not to establish a position relative to participation on non¬ 
participation in school choice. "Choice" is not the issue being addressed in this study. 
School choice has arrived. However, the use of public relations as an administrative 
tool in addressing the choice initiative is the focus. The initial stages of my research 
were directed at looking at school public relations as an end unto itself. However, as 
my research continued, it became clear that school public relations, especially as it 
applies to school choice, must be viewed as a critical component of any school 
system's total administrative plan. School public relations will play a pivotal role in the 
success or failure of the "choice" initiative. 
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Background of the Problem 
If those who must run the public schools have reached a state of 
continuing paranoia today, one can hardly blame them. To paraphrase the 
late Sir Winston Churchill, they have much to be paranoid about. Something 
is after them. And that something can be found almost anywhere in the 
professional lives of the school board members and administrators to whom 
law and public policy have given this awesome responsibility. (Hilldrup, 1982, 
P-1) 
How should public education react to such "paranoia?" Couple this "paranoia" with 
the pressure now being exerted by the "school choice" advocates and public 
education now finds itself in the unenviable role of having to recapture the public trust, 
develop and communicate a clearly defined purpose, and undergo "internal therapy" 
in order to deal with its "paranoia." Massachusetts is in the midst of the "school 
restructuring" and "choice" debate. Three proposals surfaced in the State of 
Massachusetts during the early 1990's: The Weld-Cellucci Proposal; the Joint 
Committee on Education Proposal; and the Massachusetts Business Alliance 
Proposal. All had a dramatic impact on what is now referred to as The Education 
Reform Act of 1993. Local school systems acknowledge that change is coming and 
they have frantically attempted to have a voice in this change. However, it does not 
seem to be clear if systems have developed a plan which will adequately and 
persuasively communicate its suggestions to the general public and the sponsors of 
the proposals mentioned above. Additionally, how does public education identify 
"what" is after them? And, once identified, how does it constructively address the 
concerns and demands being placed on public education? 
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If IBM were producing results comparable to those of our schools - in other 
words, if 25 percent of our computers were never making it to the end of the 
assembly line and 90 percent of the completed ones didn’t work most of the 
time - the last thing we would do is run the same assembly line an extra hour 
each day or an extra month each year... we'd rethink the entire production 
process. (Handy, 1990, p. 3) 
The above statement was made by Jack Bowsher, the former education director at 
IBM. His comments, as reported by Handy, appeared in the January '90 issue of Phi 
Delta Kappan. However, Bowsher does not specify the extent of such rethinking, and 
who decides this extent and the role of public educators in this process. Handy 
summarizes the contention of John Chubb and Terry Moe in their recent Politics, 
Markets, and America's Schools. Handy reports that Chubb and Moe claim that the 
real cause of the failures of public education is not the schools, students, parents or 
administrators, but the political environment in which public schools operate. In 
essence, they theorize that government has not solved our problems with education 
because government is the problem. If this be the case, how do public educational 
systems, a part of the government, regain the public trust? 
Negative perceptions of our public schools have resulted in some interesting 
attempts to "market" its product. Such attempts were dramatically exposed by a recent 
movement by many school districts to offer a "warranty" program on its high school 
graduates. In essence, these districts are offering their customers, local businessmen 
and businesswomen, guarantees that their graduates can do the job. Additionally, the 
districts promise to rectify any "defects" that slip through the system. This interesting 
response to the "accountability trend" has met with negative reviews by many 
public educators. In a recent article published in NEA Today (Weiss, 1992), 
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educators' evaluation of this program was clear. Helen Bernstein, the president of the 
United Teachers of Los Angeles, stated, "This promise of a warrantied diploma is a 
sham, a scam, a fraud perpetuated on the public ..." Rae Garrett, the president of the 
Denver Classroom Teachers' Association, voiced her concern about the plan: "the 
warranty program has done a lot to help solve our PR problems, but it's too bad, at this 
point, that it won't do much to help improve student achievement." In Massachusetts, 
Plymouth and Carver have adopted this "warranty plan." Despite no "returns" in the 
two years the program has existed, Jane Russell, the president of the Plymouth and 
Carver Education Association claims, "Education and educators have such a PR 
problem today. Every time we say we believe in what we're doing, we serve the 
purpose of projecting a better image." Most educators interviewed considered the 
"warranty" program as a poorly planned and an ill-advised public relations move with 
little or no input from educators and parents. Once again, a series of questions arise 
from the presentation of such a plan. Does such a plan adequately communicate the 
purpose of the school system? Is the sole purpose of school the "selling" of its 
product, the student body? Will a "warranty" program boost public confidence in 
public education? Will such a program be backed up with meaningful change in 
school curriculum? 
To some extent, quality control of public education has been placed in the hands of 
accountants, statisticians and politicians. The "bottom line" mentality of accountants, 
the "standardized score" comparisons of our statisticians, and the "I can fix it" mentality 
of the politicians has had a significant effect on the public perception of our schools. 
Unfortunately, educators have allowed these groups to seize such control. In the 
spring of 1991 former President George Bush presented America 2000, his 
administration's education strategy. The President informed the general public of the 
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need for an "accountability package" for our schools. Regarding this "accountability 
package" the former President stated: 
.parents, teachers, schools and communities will be encouraged to 
measure results, compare results and insist on change when the results aren't 
good enough. (Bush, 1991, p. 13) 
Essentially, public school competition received the blessing of the President of the 
United States. The implication of such a statement may be interpreted by the public in 
various ways. Clearly, the message indicates that parents, teachers, schools and 
communities had not been involved with or been able to influence positive change in 
our public schools. Public education allowed politics to deliver the message of 
involvement. In fact, such involvement may have been requested and encouraged by 
our public school systems for years. However, education failed to wage a public 
relations campaign which would have effectively communicated its desire for input. 
Should the Bush administration be considered at fault for seizing and carrying the 
public relations banner which specifies change? Or, should public education be 
considered at fault for its reluctance or inability to deliver the message? 
Former President Bush's plan addressed the concept of school choice. He stated: 
If standards, tests and Report Cards tell parents and voters how their 
schools are doing, choice gives them the leverage to act. Such choices 
should include all schools that serve the public and are accountable to public 
authority, regardless of who runs them. New incentives will be provided to 
states and localities to adopt comprehensive choice policies, and the largest 
school aid program (Chapter 1) will be revised to ensure that federal dollars 
follow the child, to whatever extent state and local policies permit. (Bush, 
1991, p. 14) 
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The message is clear. The question is, will public education fight to assume the 
major portion of the responsibility for developing these standards and tests and for 
interpreting and explaining these proposed "Report Cards?" 
Former President Bush made the idea of school choice the cornerstone of his 
administration’s policy on public education. As a result, school leaders and many 
others concerned about schools took notice. The concept of "school choice" is 
unlikely to disappear anytime in the near future. Top-down uniformity, characterized 
by historian David Tyack in his description as "the one best system," has been under 
mounting attack in education for many years. Choice, the freedom of parents and 
students to choose among variations in school offerings, is seen by many as the 
antidote to what has been called the "stagnation, unresponsiveness and mediocrity" of 
traditional public schooling. (NSPRA, 1990) 
As part of a May 5, 1992 TI-IN Network presentation by Dr. Frank Kemerer, 
professor of Education Law and Administration at the University of North Texas State, 
the types of choice programs and their implications on public education were 
examined. As part of his discussion, Dr. Kemerer identified some to the issues which 
have led to the current choice initiative. 
The continuing weak performance of the current public educational 
system drives the quest for choice. 
(a) Adjusted for inflation, real expenditures per elementary and secondary 
students in the United States increased 70% from 1970 to 1988; during the 
same timeframe, SAT scores fell 4.6% and ACT scores fell 5.5%. 
(b) SAT verbal scores of 1991 college-bound high school seniors declined 
to an all-time low and mathematics scores fell for the first time since 1980. 
(c) Despite greater per-student expenditures than West Germany, France, 
United Kingdom, and Japan, U.S. students rank below these countries in 
basic math an science skills. 
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(d) Recent reforms and increased expenditures have had very limited 
payoff. For example, despite massive reforms introduced in the early 1980s 
to standardize the curriculum, require uniform teacher appraisal and student 
competency testing, and limit the time students are away from the classroom, 
Texas continues to rank near the bottom among the states on student SAT 
scores and has a high school dropout rate of 35%. Statewide testing 
continues to show a large percentage of students failing to achieve basic 
skills. Texas ranks 47th among the states in literacy of adults over 20. 
Research conducted in Florida's huge Dade County Public School system 
over the past three years shows that site-based management, the latest 
reform initiative, doesn't improve student achievement and is costly. 
(Kemerer, 1992) 
Lastly, the school public relations and choice issue has been addressed in the 
23rd annual Gallup/Phi Delta Kappa Poll of the Public's Attitudes Toward Public 
Education. The poll, which was taken after President Bush delivered his April 1991 
"America 2000" plan, sought public opinion regarding some of the proposed reform 
ideas. The Fall 1991 MASC Journal summarized public views. 62% of those 
surveyed think students and parents should be allowed to choose which public 
schools in their community the students attend, regardless of where they live. 
Interestingly, few of those surveyed with children in public schools indicated that their 
children would change schools if given such a choice. The Gallop/Phi Delta Kappa 
Poll surveyed public attitudes toward the "voucher system" as well. Previous surveys 
have indicated that school vouchers were not very popular. However, this survey 
indicated that support rose six percentage points since the last time the question 
was asked. Now 50% of the public say they would like the choice plan to include 
private and parochial schools. The voucher plan seemed to get the strongest support 
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from nonwhites and blacks (57%), inner-city dwellers (57%), people with children 
under 18 (58%) and nonpublic school parents (66%). Vouchers were opposed by 
39% of the respondents. 
If we are to enter a "shopping mall" plan for school choice it is imperative that public 
school systems initiate planning for a professional public relations and marketing 
plan. In the pages that follow I have attempted to determine the ingredients for such a 
plan. It seems critical that these plans must be well conceived and continually 
evaluated and refined. 
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Statement of the Problem 
Few public educational systems have developed a public relations and marketing 
plan which promotes its schools' functions, displays its successes, addresses 
community needs, describes its future goals, and communicates its sense of place 
and purpose. In this era of school choice and competition the school public relations 
program must be well-planned and professionally implemented. If public education is 
to survive in the 90's, the planning, development and implementation of such a plan 
by school districts is critical. 
The school choice initiative necessitates that public school systems open lines of 
communication between the schools and the various publics it is associated with. 
Can the public relations methods and trends prevalent in the private sector have 
implications and utility in public education? Will competition for students require that 
public school systems have a public relations professional as part of the 
administrative team? What are the current plans of public school systems with regard 
to keeping students in their systems and/or attracting students to their schools? 
Through a review of the literature and a survey of how representative Metropolitan 
Boston public school systems are addressing school public relations and school 
choice the above questions will be addressed and recommendations for an action 
plan will be presented. 
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Significance of the Study 
It is this researcher's contention that public education has overlooked the 
necessary public relations and marketing aspects of its business. Public education 
professionals seem to have assumed that their "message" is being shared and 
received by the various publics associated with our schools. Clearly, societal and 
political concerns with and demands upon public education indicate a significant 
lack of confidence in our schools. "School choice" and "competition" plans are the 
result of this concern and displeasure with our public education system. Had school 
districts adequately communicated its plan, purpose and goals to its various publics 
the advocates of "school choice" and "competition" may not have had such a 
receptive audience. However, the "choice" era is upon us. Massachusetts now joins 
thirty other states in implementing and choice/competition law. Public school 
education must make plans to address this initiative. The major goal of this study is 
to undertake research regarding plans that representative Metropolitan Boston 
"choice" and "non-choice" communities have made to address public perception of 
their school systems. As a result of this research, a sample public relations and 
marketing action plan for public schools systems has been developed. 
Metropolitan Boston public school districts are regularly called upon to answer 
questions about the quality of their schools. Rarely is their a town meeting or city 
budget hearing which doesn't question the quality of the public school system and 
request more "accountability" from the municipality's educators. Unfortunately, 
accountability and meeting educational standards have been equated with 
staying within line-item budgets and comparing standardized test scores. Public 
education has allowed this to happen. It seems as though our public school systems 
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did not recognize that communicating information about the total educational 
program goes well beyond merely reporting test scores and printing the honor roll 
list. Characteristics about the student body (attendance, enrollment, graduation 
rates, diversity and stability), participation of community members in school activities, 
characteristics of the staff (experience and background), staff development efforts 
and plans, student programs, feedback from former students, descriptions of the 
school environment and the fiscal situation in which the school operates, as well as 
test scores, should be presented as a package for public knowledge (Matter, 1989). 
In addition, a mission statement which addresses the school's or system's purpose 
and direction must be included in this package. The method of delivering the 
information contained in the above package, especially to the community's "power 
brokers," will be critical to the success of such a program. 
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CHAPTER 2 
REVIEW OF THE LITERATURE 
In this age of global communications and instant mobilization of public 
opinion, a company cannot expect to achieve its greatest potential and most 
serious objectives beyond the scope of public scrutiny. Rather, it must be 
prepared to have its actions instantly dissected by the media and judged by 
the public. 
This means that a company and its management will be measured by its 
financial performance, as it always has been. But it also means that a company 
will be measured by additional - and more tangible - yardsticks, such as 
management's "vision," "depth," "culture," and "social responsibility 
quotient." 
Above all else, however, a company today is increasingly being judged 
according to the perception of its "values" - its concern for ethical 
responsibility and its attention to constituency needs. Accordingly, it is crucial 
that management invests enough time and effort in defining the character, 
values, critical issues and expectations of the company - and then in making 
sure that constituents understand their personal stake in the company's 
success. (Kekstand Freitag, 1991, p. 7) 
The above is taken from an article entitled "Passing the Public Scrutiny Test" which 
was included in the Fall 1991 issue of the Public Relations Quarterly. Despite the 
article's focus on the business sector of society, the message has dramatic 
implications to our public educational system. Public school teachers and 
administrators must become familiar with, and most likely master, the public relations 
philosophy which the business community has adopted and used to its advantage. 
Kekst and Freitag present the "7 Basics" in "Passing the Public Scrutiny Test." (1) 
Make communications a strategic business function to be conducted at the highest 
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levels of the organization. Translated into public school terms, the superintendent 
must assume the responsibility for making public relations a key objective of the 
system. Other administrators in the system must understand that the important 
communication tasks cannot be delegated and that public relations is much more than 
simply a matter of "image making." (2) Identify those individuals or groups who will 
determine the company's success or failure and begin to build relationships with 
them. As stated earlier, public educators must identify and work with the "power 
brokers" of the community. Their influence in the community relative to school matters 
is second only to that of the staff and students. School administrators should be 
sensitized to think in terms of building credibility and respect within the community. 
Parent - teacher organizations, chambers of commerce, city councilors or selectmen, 
members of the school committee and other individuals or groups within the 
community who influence the public must be made to feel a part of the educational 
process and as valuable advocates for public education. Public educators must 
understand that laying the groundwork for public support is a critical function of our 
business. (3) Regularly solicit input from all constituency groups. Public educators 
must isolate the key issues which its various publics are concerned about and attempt 
to understand their attitudes and biases about public school education. By way of 
example; does the teaching staff understand and have input into the purpose and 
philosophy of the school system? ... Do parents understand and support what the 
schools are trying to accomplish? ... Do the community's "power brokers" have 
confidence in the system? (4) Provide a standard against which the company should 
be measured. It is important to note that this "basic" of business public relations 
necessitates that the business decides the standards by which it should be measured. 
Successful businesses do not provide opportunities for "external interests" to develop 
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standards and evaluate procedures and quality. Public education may have allowed 
this "quality control" to be controlled by accountants, statisticians and politicians. This 
business "basic" should be carefully reviewed by public educators. By laying out a 
clear and credible articulation of its strategy, public education would set its own 
agenda, rather than waiting to be judged by some arbitrary or unreasonable guideline 
set outside of the system. (5) Adopt a long-term approach to communications 
activities. A communications program can only be effective and credible if it is 
carefully planned and implemented over a period of months and/or years. (6) Train 
people to handle the communications process if lightning strikes. Public school 
administrators must be taught the rules of "crisis communication." Whether it is a 
student issue within the school, a group of dissatisfied parents, or a threat of a teacher 
action, administration must learn what successful businesses have practiced for years; 
remain calm (do not overreact to events), centralize the communication function (too 
many voices confuse the issue), speak directly to the core constituencies (a 
messenger is not always reliable), explain why certain actions were taken (and the 
consequences if such actions weren't taken), and be consistent with the messages 
delivered to the schools' constituencies (fence-sitting indicates a lack of confidence in 
your position). Lastly, (7) Make sure that all communications are as direct, factual, 
thorough, and honest as possible. Whether with the professional staff, parents, 
students, or community groups, the clarity and sincerity of the message dramatically 
impacts the perception of the school system. 
The work of Kekst and Freitag is supported and applied to public education in 
Patricia Gandara's article entitled "Those Children Are Ours: Moving Toward 
Community." In her article, Gandara suggests that we redefine schools as a 
community effort. 
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A school does not become part of a community just by sending notes 
home to parents or inviting them to Open House, even if the notes are 
carefully translated into the home language. (Gandara, 1989, p. 41) 
Don Bagin, a professor of communications at Rowan College of New Jersey and 
publisher of Communications Briefings Newsletter, suggests that public school 
administrators confront the direct challenge to public education that voucher and 
choice programs, as well as Chris Whittle's Edison Project, present. Bagin states: 
Superintendents and principals can provide the kind of leadership that 
builds confidence. They can provide the kind of leadership that turns on 
teachers and others, that encourages ideas, that involves the community so 
people feel that they certainly don't want to leave "their" schools. 
But if they do not take the voucher and Whittle threats seriously and if they 
don't embark on remedial action now, they may not have schools to 
"superintend" or be principal of. (Bagin, 1993, p. 12) 
Bagin suggests eight questions school administrators should ask themselves prior 
to developing an "action plan." First, do you know what people like about your 
schools? Bagin suggests a formal survey of a representative sampling of all members 
of the community in order to determine what the community is thinking regarding their 
pubic schools. Such surveys provide school administrators with accurate data to 
counter possible unfounded claims. Second, have you tried the key communicators 
concept? Essentially, Bagin suggests that public school administrators, as well as 
identifying the community's "power brokers," identify those members of the community 
who talk to alot of people and are believed by them. These are the people you wish to 
have correct information since it is these people, the "key communicators," that will get 
the information out to the community quickly. Meet with your community's "key 
communicators" and let them know that you would hope they would come to you if 
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they hear a rumor. Additionally, Bagin suggests that administrators share important 
information regarding the school system with them. Third, how are you involving 
people in your schools? It is clear that people who feel involved feel that they are a 
part of the schools and feel responsible to assist in solving any problems which may 
occur. Fourth, do you do anything to recognize outstanding graduates of your 
schools? Regular recognition of such individuals lets the communty know that 
something good is happening in their schools if so many successful people have 
graduated from the school system. Fifth, do the administrators respect parents' and 
citizens' time? All marketing research indicates that time is one of the most important 
considerations when you are trying to develop a relationship with your public. Bagin 
suggests evening parent conferences, providing the inservice schedule to parents 
well in advance, and providing supervised options for school children when inservice 
meetings are being held. Sixth, what are administrators doing to ask people for 
money for their schools? Bagin states that many administrators incorrectly equate 
public schools with only tax money. Administrators should not overlook the private 
sector as a possible funding source. Seventh, do the employees of the school system 
have jobs or do they share a mission? Administrators must clearly define and 
communicate the school system's mission with all employees. If the mission is shared 
and understood by the employees, it will be correctly and consistently shared with the 
community. Eighth, do administrators consider school employees as their most 
important audience? Once employees are "turned on" to the organization and 
mission and believe that their ideas will be heard and acted upon, then the customers, 
in the school's case students and parents, will be taken care of as well. (Bagin, 1993) 
Grant Wiggins described one of public educations current public relations 
problems at a recent presentation to the Association for Supervision and Curriculum 
Development. Regarding public education he stated: 
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We're pretty good about inventing interesting tasks but we're not good at 
assessing and communicating in terms of standards and criteria that are 
objective, clear and credible to outsiders who don't understand us. (Wiggins, 
1991) 
Public education has tended to demonstrate an "authoritarian" approach to 
communication and public relations. "We know what is wrong and we know how to fix 
it" tended to be the implied message which public education communicated to the 
public it serves. However, as pointed out by James and Larissa (Lori) Grunig in their 
study entitled "Excellence in Public Relations and Communication Management," 
reported in PR News: 
Two way communications and interaction between an organization and its 
publics is a far more effective approach than one-way "authoritarian" 
communcations .... One key finding of the study was that symmetric, or two- 
way , communications are the most effective in getting a point across .... The 
researchers contrast this with the asymmetric approach, in which 
communications are one-way and "authoritarian" in nature. 
As an example of the effectiveness of the symmetric approach, Lori Grunig 
said in her research on dealing with activist groups, she found "not one single 
instance" in which the asymmetric approach was successful. The Grunigs said 
that in the long-term, the symmetric model is more effective in all situations. 
Measuring the true value in monetary terms still can be difficult.... But the 
bottom-line contribution of PR can be measured by asking top management 
to place a dollar value on problems avoided -- lawsuits, community protests -- 
or achievements, such as high employee morale. When the question is 
framed this way, most executives say that the return on investment for PR 
activities is two-to-one. (PR News, 6/1/92) 
Joyce, Wolf, and Calhoun (1993) undertook a sizeable review of the literature 
regarding the importance of the general involvement of the client in organizations that 
serve them. The conclusion of that literature is that client serving organizations and 
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institutions are much more successful when they blur the distinctions between the lay 
community and the professional and involve the client wherever possible in the 
functions of the organization and/or institution. They noted that, given the vital 
relationships among teachers, students, and the school and the legal position of 
school boards and committees, research on the involvement of community members 
in the school improvement process is remarkably scarce. However, they did refer to 
some findings derived from the Urban-Rural School Development Program of the mid- 
70s. This program was designed to yield information about how to structure parent 
and community involvement in the schools. In this program, twenty-six Urban-Rural 
projects - all in underachieving schools in economically poor communities, half of 
them rural and half of them urban - were operated at the school level, with support 
from the district boards of education. Each school maintained a school-community 
council, in which elected community members had a majority of one over elected 
teachers. The council's responsibility was to oversee the school climate, make 
initiatives for school improvement, develop the necessary staff development to support 
the initiatives, assess the effects of these initiatives, and move on to further 
recommendations. Community members were involved at all stages, helping 
examine the school climate, selecting problems to focus on, communicating with 
parents, lending a hand when possible, and generally making common cause with the 
professional educators. The thesis was that the educator-client collaboration would 
generate energy for school improvement initiatives. 
This Urban-Rural program addressed several questions important to this study. 
First, in regard to the relationship between the educators and the community members 
on the council - did they achieve parity in participation in decision making and how 
effectively did they organize the community in general? The authors presented some 
positive results. The councils developed high degrees of integration. An interesting 
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sidelight was how the roles of community members and educators blurred in the 
process. It was noted that observers were frequently unable to distinguish the two 
roles during council discussions. 
Secondly, the authors examined whether the efforts of this Urban-Rural School 
Development Program were productive in terms of school improvement. The 
evaluation indicated that all the sites generated far more school improvement activity 
than the average school does without parent involvement. Much more staff 
development was generated to support the initiatives. The greater the community 
involvement, and the more that process parity was achieved in the sites, the greater 
the school improvement activities. Additionally, most initiatives in the project were 
implemented. The integrated educator/community organization saw the job through 
from beginning to end. They tended to cope with anxieties and discouragements far 
better than the average faculty does when working alone. In addition, a great deal of 
community energy was generated in relation to the school. This ranged from help in 
organizing events to widespread involvement of volunteer aides. 
The results of the Urban-Rural process support the thesis that extensive community 
involvement increases productivity in school improvement, as well as having the 
obvious benefits of enlisting parents and other community members in roles which are 
important to the school. The more people were involved, the more energy was 
available to support desirable school change. 
The Massachusetts Association of School Committees (MASC) reviewed trends in 
school-community relations. The report noted that more the seventy-five percent of 
the average American community now is comprised of taxpayers without children 
(Handy, 1994). Raising taxes and maintaining support for public schools with this 
group that does not have direct contact with schools, teachers and students presents a 
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unique challenge to school officials. This MASC report suggests the following 
solution to this all too common problem. 
First, look at two broad-based categories of school audiences or groups. 
By analysing the community in these two areas, school committees will realize 
how diverse their communities can be. 
Secondly, realize that there is no "best way" to communicate . Rather, 
various groups may require a variety of methods to understand the policies of 
the district or become better informed on specific issues. Such vehicles 
might take the form of a newsletter, focus groups, advisory committees, 
school visits, faculty meetings, community outreach programs, coffee 
klatches and other face-to-face communications. The process is almost 
endless. But the exercise is important to a school committee's understanding 
that there is not just one monolithic public it must address. (Handy, 1994, p. 
18) 
The MASC report suggests that school committees (and other school officials) 
identify the two basic audiences in their communities - internal and external 
audiences. Who are these groups? The report defined the "internal audience" as 
those groups within the education community or directly associated with the school 
system or school. Such an "internal audience" would include: principals, teachers, 
custodians, secretaries, para-professionals, superintendent, school committee 
members, students, counselors, central office staff, bus drivers, volunteers, crossing 
guards, nurses, social workers, and security personnel. The "external audience" is 
defined as those groups who have indirect relationships with the school system or 
school. This group would include: government officials, parents, businessmen, 
taxpayers without children, friends/neighbors of students, parent groups, media, 
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senior citizens, police and fire departments, social and civic organizations, churches, 
real estate agents, advisory committees, non-public schools, alumni, dropouts, and 
booster groups. 
The MASC report notes the importance of "targeting,” especially as it relates to the 
seventy-five percent of the community not directly involved in the day-to-day operation 
of the schools. The report reviews the findings of market and business research. 
Essentially, if your school system is "market driven" and focused on your customers 
(taxpayers) it will target the communication needs of their many publics. By way of 
example, the report targets the senior citizen population and presents the following: 
This rapidly growing population group is commonly perceived as a uniform 
block, uncompromisingly pitted against public school interests. While this 
perception in itself is an inaccurate assessment, the greatest error may be in 
lumping all senior citizens in one single category. Business research offers 
some important statistics and insight into the mature market, as it is often 
called. 
Seniors are the most diverse segment of the U.S. population in terms of 
lifestyle and activities. Yet people tend to lump everyone in the mature market 
force into the "over-55 category," but there are segments within segments, 
according to researchers. Demographers usually classify these age groups 
into the following categories: 
> 55-64 years - 22 million (older) 
> 65-74 years -17 million (elderly) 
> 75-84 years - 9 million (aged) 
> 85 years + - 2.7 million (very aged) 
Market people suggest there are distinct differences in the groups. The 
older population (55-64) generally have grown children and are taking a 
27 
serious look at retirement. They lead a pre-retirement lifestyle more like that of 
a 45-year-old rather than that of a 70-year-old. When considering these 
groups one should try to understand the time frames in which the various 
groups were raised, how they were raised and what values they grew up with; 
such knowledge is crucial to directing the appropriate message and 
information to each. 
Mature citizens as a group are an estimated $150 billion market in terms of 
discretionary income. While comprising only about 25 percent of the U.S. 
population, seniors control more than 50 percent of the nation’s discretionary 
income and 77 percent of its financial assets. 
Research shows that there are several key statistics that should be 
considered when planning any communication programdirected at seniors. 
> About 29 million - one in eight citizens - are 65 and over. Two-thirds live 
in a family setting rather than an institution. 
> Four out of five have living children. Of these, two-thirds live within 30 
minutes of a child or have weekly visits with the child. 
> Older people have a very strong interest in continuing education. 
Currently one out of every 10 college students is over age 50. 
> Seniors are interested in information that will help them make good 
decisions. They read the labels and the in-depth marketing materials they 
receive. They don’t make decisions on 15-second TV ads. 
> They are value oriented, very savvy consumers, likely to try something 
new if it adds value to their lives. They’re likely to volunteer if they see the 
reward. (Handy, 1994, p. 18-19) 
Researchers interviewed during the compilation of this MASC report suggest that 
communications and marketing efforts should focus on the experiences of the targeted 
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audiences rather than on their age. It is important that school officials correlate this 
marketing information derived from the private sector and use it to help in developing 
planning and communication strategies for school personnel. Using the private sector 
information noted above coupled with a study of local demographics and school 
district needs, the following general assumptions could be made when targeting 
school messages to local senior citizens: 
> Seniors represent a potential resource for a good school volunteer 
program. 
> Senoirs could be a proactive resource for supporting continuing 
community education. 
> With the proper incentive, seniors may devote considerable time to 
school-community support groups. 
> Since most senior citizens graduated from public schools, they more 
than likely will value involvement in meaningful school tours and visitations. 
> Seniors appear to value direct, in-depth information about the schools. 
And they generally will take time to read such information. 
> Most seniors do not move out of their communities and, with the proper 
nurturing, can be a supportive public for increased school-community 
partnerships. 
> Local schools can reach out to seniors in a variety of ways that meet the 
needs and values of the mature citizens in the community, such as gold card 
clubs, civic and cultural events, and adult education. 
> Older people tend to want plenty of information to make decisions. 
School officials shouldn't cut them short. 
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> Most seniors feel life is continuing, not rushing to a close. Schools can 
become a valued partner with senior citizens in helping them plan for their 
future. (Handy, 1994, p. 19) 
The lessons which can be derived from the above information regarding senior 
citizens is that clear communication and consistent efforts to identify individual needs 
are the keys to successful interaction with public school audiences of any age. By 
getting to know your audience and by listening and providing feedback, school 
personnel can enlist the support of various segments of their district's population. 
Wanat and Bowles (1993) presented a body of research noting examples of 
positive public relations involving collaboration among home, school and community. 
The examples noted call for more than promoting positive public relations. "They call 
for an awareness of social, demographic, and political characteristics of communities 
and a sensitive response through locally developed products and services" (p.4). 
Their review of the research resulted in a model home-school-community program. 
The main elements of this model program were (1) goals which would address 
student academic achievement, institutional legitimacy, support for the institution and 
effective school-community relations, (2) programs/components which indicate the 
roles and responsibilities needed to implement a school-community relations program 
and the specific conceptual components (assessment, objectives, activities, 
roles/responsibilities, evaluation), (3) processes (communication, involvement, 
participation, resolution) which will be used to achieve the identified goal. The 
authors present the following summary statement relative to their research review: 
... school - community relations is market oriented by responding to local 
market conditions, including diversity of market segments and variety among 
customer concerns and values, and by seeking to resolve the differences 
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among these and the products and services provided by the school. In short, 
the process paradigm suggested by the Wisconsin research offers a model 
for an effective response to diversity in the school and community. The 
language of the research is more traditional school public relations language, 
but the concepts are those of contemporary marketing and politics. 
The Wisconsin research also suggests that a prescribed set of public 
relations activities without attention to goals and processes will not yield an 
effective school-community relations program. One size does not fit all. 
(Wanat & Bowles, 1993) 
Lintz (1987) completed a study which identified and classified what community 
members said influenced them to lose confidence in their public schools, what 
practices/techniques were used to build confidence in schools, and what school- 
community relations strategies were used by "high-confidence" schools. Her data 
indicated that attitudes of the people closely associated with the schools (teachers, 
principals, students, parents) have the most influence on the gain and/or loss of 
confidence in the public schools. Communications, community involvement, 
curriculum, and staff quality also ranked high in the data collected. 
Problems with school public relations programs were reviewed by Leslie Kindred, 
Don Bagin and Donald Gallagher. They claim that for many years public school 
officials were reluctant to commit staff and funds to public relations. It was felt that 
public relations carried a stigma, that of smoothly covering-up problems. However, 
the limitations of public funding, the public demand for accountability, and the 
perception of public schools as the cause of many social problems necessitates that 
public school systems make a committment to a planned public relations program. 
Whether a system chooses to call it public relations, public information, community 
relations or communication is, according to the authors, relatively unimportant. The 
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commitment to better two-way communications with all the publics associated with the 
school system is very important but, often poorly conceived. 
Entirely too many programs for the development of sound and 
constructive school-community relations are sporadic in nature, improperly 
conceived, poorly planned, and crudely executed. They defeat their own 
purpose. If a school system wishes to engage in a comprehensive and 
continuing program of school-community relations, then it must be willing to 
plan how its character, needs, and services may be interpreted best to the 
people, how their wishes and aspirations may be interpreted best to the 
school, and how citizen involvement may be included in the task of 
educational improvement and institutional adjustment to social change. 
(Kindred, Bagin & Gallagher, 1984, p. 14) 
Recent studies have examined this "school-community" relations issue. Powell's 
study emphasized administrative preparation in creating parental involvement in the 
public schools and in building community support (Powell, 1991). A study done by 
Stoothoff (1985) provides a list of implications for public school administrators who 
wish to improve school-community relations. These implications include the need for 
internal data-gathering efforts for the purpose of identifying organizational strengths 
and weaknesses and the development of a public relations campaign which might 
modify inaccurate perceptions about administrators, governing board members, 
teachers and students. Administrators were advised to consider new efforts which 
clearly interpret school procedures and policies to parents and the community. 
The Educational Research Service (ERS) in its review of the literature of effective 
schools, notes that exemplary public school performance results from many policies, 
behaviors and attitudes that collectively shape the learning environment (Goble, 
1994). Four ERS findings support the importance and effort associated with effective 
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school-community relations: leadership of the building principal, school climate, 
meaningful parental and volunteer involvement, and proactive community relations. 
The ERS review defined the principal of the exemplary public school as the role 
model who sets the example for others. Such principals were variously described as 
task-oriented, well-organized, skilled in working with community groups and in getting 
things done inside the school and with other school constituents. Effective principals 
and their schools generate key factors in the school climate, which is identified as a 
key element in student achievement. They find ways to praise student success and 
progress, both in school and in the community. They create a sense of family in which 
students, faculty and the community feel confident in the programs and goals of the 
school. Such principals build on trust, communication and closeness to parents and 
community. Effective principals make customer service a top priiority. They invite 
feedback and consciously work on customer satisfaction. Additionally, the ERS 
research review clearly indicates that children are more likely to achieve success if 
families take an active role in their education. Good schools are proactive in 
promoting and teaching parenting and child-rearing skills that support the parent as a 
learning-teaching partner with the school. These effective schools open two-way 
communications with the family through a variety of media, encouraging parental 
feedback and a partnership approach with the family and school. 
Further ERS review findings support community volunteerism as an approach to 
effective schools when such programs are strongly supported by the principal and 
staff, are properly structured and managed, are based on solid research, and include 
meaningful ways to reward and recognize the efforts of all volunteers. When various 
groups are pulled into the schools, the community shares the achievements, needs 
and vision of the school. The community reconnects with the school. Research 
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indicates that effective schools create a constructive two-way relationship between 
themselves and the community. This all relates to the role of the principal. These 
successful administrators found that they were comfortable dealing with parents, used 
a variety of communication tools in dealing with staff and constituents, were tuned into 
community issues, and took steps to involve the public. 
The research review undertaken by ERS as reported by Goble indicates that 
effective schools share ten characteristics that deal with school-community relations. 
Effective schools are (1) student centered in a (2) supportive environment, with (3) 
positive expectations, that (4) value feedback, and find ways to (5) reward people, 
create a (6) sense of family, keep the (7) school close to the community, practice (8) 
two-way communications, (9) strive for achievement and (10) build trust and respect 
for one another. 
The public affairs or school-community relations function of a school district 
belongs to the superintendent. It can't be performed properly by individual 
actions of nine different school directors. Depending on the size of the school 
district (and the issues in the community) the function should be staffed with 
competent public relations personnel who participate at the highest level of the 
school's public policy planning and decision-making. If the function is not 
individually staffed, the school-community relations activity must be immersed in 
the job description of every administrator and building principal. Advocating 
such a structure is strongly supported by existing research. 
Researchers and public opinion polls echo essentially one continuous 
theme: Effective public schools have aggressive school public relations 
programs. And more than 20 years of public opinion polling reveal that the 
public wants to know more about what happens in the classroom. Many recent 
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studies about exemplary schools found that the "best schools today tend to 
open themselves to their communities by forging creative links." (Goble, 1994, 
P-15) 
Educators have been warned of the need for a strong public relations program for 
decades. Whether such warnings were ignored or simply considered insignificant is 
difficult to determine. Certainly, educational public relations has a history which can 
be traced back to as early as 1917 when William McAndrew, having achieved 
community acceptance and support of the Washington Irving High School program in 
New York City, published his success in a monograph entitled The Public and Its 
Schools. The monograph stressed how the school could learn and give the public 
what it wanted (West, 1985). Some authors of educational public relations texts 
accurately predicted the problems schools would be confronted with and urged the 
establishment of a public relations plan. 
School officials on all levels are becoming increasingly aware of the fact 
that their most potent weapon in the fight for community support and more 
adequate school financing is their own public relations. School districts in 
which requests for higher tax levies and new bond issues have been 
repeatedly rejected are turning to public relations to reverse the tide of public 
opinion. For too long, public relations has remained an extra-curricular activity 
for some school functionary who was devoted full time to other duties. Board 
members and administrators who lack formal studies in public relations and 
whose experiences in the field are limited are rarely able to develop the vision 
necessary for the creation of a sound program. In the foreseeable future, the 
battle for the tax dollar will surely intensify. Therefore, it is imperative that all 
educational institutions examine very critically their programs, personnel, and 
activity in public relations. (Unruh & Willier, 1974, p. iii) 
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Unruh and Willier warned educators of the impending problem 20 years ago! Few, if 
any, public school systems gave the warning serious consideration. The importance 
and necessity of public relations program in pubic education was emphasized in 
literature as far back as 1950. The American Association of School Administrators 
issued a resource entitled Public Relations for America's Schools (Holliday, 1994). 
What was considered to be "down to earth" advice cited the following: 
1. No public relations program can be effective unless the school program is 
sound. 
2. Public relations programs must be two-way streets, between school and 
public - with each learning. Harmony of understanding must be the real goal. 
3. Every school problem is a public relations opportunity. 
4. School public relations must be honest in intent and execution. 
5. Public relations is a part of the educational process itself. Public relations 
consciousness should permeate every level of the school system. 
6. The core of public relations program should be the regular school 
experiences of the children. The pupils are among the most effective of all 
the school’s public relations agents. 
7. No approach can operate effectively unless the superintendent and 
school board favor the procedure. 
8. Play up the human-interest activities and achievements of the teachers. 
9. School superintendents should consult and counsel with public relations 
specialists from time to time. 
10. School public relations persons must resign themselves to obscurity. 
(Hollifsy, 1994, p. 24-25) 
Now public education is confronted with a new battle to accompany the battle for 
the tax dollar... "school choice" initiatives. In Massachusetts, the public school reform 
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movement is hinged on the availability of school choice. Reform packages offered by 
Governor Weld, the state legislature via a proposal by Representative Roosevelt and 
Senator Birmingham, and the Massachusetts Business Alliance included a school 
choice option. In its America 2000 education blue-print, the Bush Administration 
signaled its desire to make private schools a key part of the debate on education 
choice. The Bush Administration proposed $200 million in incentive grants to public 
school systems which permit students to enroll in public, private, or religious schools 
at public expense (Bush, 1991). Now, more than ever, public schools must meet the 
public relations and marketing challenge being presented at the state and national 
level. Conceivably, a failure of public school systems to formulate and implement 
such plans may result in the eventual demise of some public education systems. 
Thomas Toch, in questioning the Bush Administration's proposal, stated the 
following: 
Free-market economists and their conservative allies long have urged 
using market forces to improve public schools. They have sought 
competition between public and private schools, principally through vouchers 
and tuition tax credits. (Toch, 1991, p. 44) 
Toch provides the following warning: 
the voucher plan likely would produce a host of education charlatans who 
would prey on students in much the same way unscrupulous trade school 
operators do in higher education. The U.S. DOE'S inability to curb abuse in 
the college student-aid program suggests the difficulty of policing a 
deregulated system of public education. (Toch, 1991, p. 47) 
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Market incentives and choice have further implications to our schools. Jenifer 
Handy presents the following regarding market incentives, choice and voucher plans: 
... parents, as consumers, can elect where to enroll their children ... 
education would be driven by market incentives rather than political necessity. 
Government would use its authority to set up the education system but not to 
control it. Direct democratic authority ... would essentially be eliminated and 
those who previously held power would lose it. Individual schools would 
establish their own governance structures, set their own tuition and tenure 
policies, and make their own admission decisions, subject only to non¬ 
discrimination laws. Parents would use tax-funded "scholarships" to pay 
tuition for their children at any school in the state that met certain minimal 
standards. Under this proposal, school districts are reduced to little more than 
taxing authorities. (Handy, 1990, p. 13) 
The Edison Project and Chris Whittle aren't alone in attempting to capture a share 
of the approximately $266 billion market for public education (Lueker, 1993). In 1990 
Education Alternatives Inc. of Minneapolis entered into a five year contract to manage 
an elementary school in Dade County, Florida. The company has recently entered its 
second year of a five year, $133 million contract to manage nine public schools in 
Baltimore, Maryland. In the spring of 1993 Performing Schools Corp. of Houston 
made a proposal to the Houston school board to manage two elementary schools. 
The proposal was rejected. Performing Schools Corporation will submit another 
proposal to manage some low performing schools in Houston starting in 1994. 
... profit-making firms have history in their favor: Firms such as Whittle and 
EAI might not have chalked up a track record of success yet, but they aren't 
saddled with a school system's history of failure, either. And that ability to 
operate outside the status quo could prove their biggest draw. (Lueker, 
1993) 
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The researcher attended a "school choice" panel discussion (November 1992) 
sponsored by the Massachusetts Association and School Committees and 
Massachusetts Association of School Superintendents. The panelists included 
Senator Arthur Chase (R - Worcester), East Longmeadow school committee member 
Kate Turpie, and Gloucester superintendent of schools William Leary. Chase offered 
some projections regarding the cost of the Massachusetts school choice program. 
Chase estimated that there would be approximately 3,500 students enrolled in the 
choice program during the 1992-1993 school year. This would represent a total cost 
to communities and the state of $12 - 15 million. Chase projects that this number will 
rise to approximately 5,000 students during the 1993-1994 school year which 
represents a price tag of $20 - 25 million. Chase questioned whether this is the best 
use of the educational dollar. He claimed that choice is a program that doesn't have 
any reliable proof that it will achieve what it is intended to achieve. Chase noted that 
despite the fact that not one state has conducted an evaluation of their choice plan, 
money continues to be directed toward choice with the hope that it will work. Turpie 
explained that East Longmeadow's decision to participate in school choice was driven 
in large part by financial need. Despite the fact that the administration of East 
Longmeadow had concerns about choice, choice simply changed the funding source 
for the community and broadened the communities educational opportunities. 
Superintendent Leary projected that the City of Gloucester would lose $171,000 
during the 1992 - 1993 school year. Leary stated that his biggest fear is that rather 
than providing more opportunities for all students, the choice plan would segregate 
students even more. He claimed that the current choice plan provides choice only for 
the exceptionally motivated and affluent. All panelists agreed that public school 
systems must begin to develop a market plan which would encourage community 
support and confidence in the local public schools. 
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In the July 1993 issue of Network, the monthly publication of the National School 
Public Relations Association, the dozen trends guiding public relations practice were 
identified along with the implication of such trends on school public relations. 1. 
Beyond Communication to Behavior: Communication should not be viewed as an 
end unto itself. Rather, communication is a process. Information, awareness and 
sensitivity are points along the continuum of the complete communication process. 
The desired outcome of this process is motivating behavior. This has developed a 
new group of techniques and strategies that make up the other eleven trends noted 
below which are now referred to as behavioral public relations. This first public 
relations trend has implications for schools. Publicity and dealing with the media 
remains important to the school public relations program. However, it is primarily a 
means to spread information. Changing behaviors require interpersonal tools. 2. 
One-on-one Personalized Relationship Programs: This trend usually directs the 
public relations program toward opinion and the power leaders. An example of this 
trend is constituency relations in which the opinion leaders meet in a common forum 
and coalitions are built on common interests. The result of this process in a change 
from ads and media to relationship building. The school public relations program 
uses this trend to develop successful coalitions which join those interested in 
maintaining school funding or coordinating community services for children. These 
work best when the key communicators are involved in coalitions. 3. Research is a 
Given: Public relations research methods which define actions and decisions the 
practitioners must make to motivate customer/client behavior remains an important 
need. Research should be built into the school public relations budget. 4. Using Risk 
Management Principles: The old and proper ways of expressing the "message" is 
losing its reliability and appeal. This has resulted in the development of "issue 
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anticipations teams." Such "teams" measure the local climate relative to issues and 
determine if the public relations efforts are properly focused on the target audience. 
Schools now need a strong stategist on the administrative team. Such a person 
judges administrative moves relative to staffing, funding, school programs, and the 
like, against the real feeling of the community. 5. Feedback Systems: Customer/client 
desire for quality has raised expectations of customer satisfaction and product or 
service quality. The result of this trend has been the development of new techniques 
of soliciting opinions from constituents. Such methods include "hotlines" and the 
implementation of "information lines" which are staffed by individuals well-versed in 
the organizations philosophy, programs/products, and goals. School public relations 
programs have developed direct contact programs with school staff and 
administration. 6. Real Culture Change Efforts Supplant Gimmicks Like Total Quality 
Management: The new trend is "Total Relationship Management." This trend places 
the organizations public relations administrator as part of the decision-making team of 
the organization. School public relations professionals should view this trend as an 
open invitation to become an expert regarding group psychology and organizational 
development and apply it to work for change in the school system. 7. Go Directly to 
Your Publics or Use New Media to Supplant News Media: Selling directly to your 
public is an important strategy. Organizations are moving away from the 
radio/television/newspaper one-way communication as the primary method of 
relationg the thier publics. School systems which have seen the importance of this 
new public relations trend are going directly to their customers/clients. An example of 
this is the trend in many communities to use local access cable programs to take the 
system's message directly to the public. 8. The Low Profile Makes Sense in Many 
Cases: Focus on serving your key publics with direct communication rather than 
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seeking the "spotlight" for a product/program or issue. Avoiding the spotlight may not 
be ego gratifying. However, it allows the public relations professionals to maintain a 
pre-planned course of action. Reputation becomes a much more valuable tool than 
image. The public now demands accountability relative to schools. The development 
of good teaching and learning, coupled with a well-planned public relations program 
which communicates this quality will enhance the reputations of the system. 9. See 
Employees as the Number One Public and Treat Them Like Adults: Simply stated, if 
customer/client satisfaction is to be delivered, then the employees/staff must be 
considered first. This trend allows the staff to be well informed and communicate 
among one another. Information is not communicated solely by publication or memo. 
Rather, it is the responsibility of the supervisors/administrators to keep employees/staff 
informed and for the employees/staff to share this information. A common theme in 
educational public relations has been stressing the importance of communicating with 
your internal public first. In this era of budget cuts, site-based management, and 
school competition , it is critical that adminsitration keep staff informed and involved in 
school issues and organizational change. 10. Lateral Communication and 
Relationship Building to Promote Teamwork: This trend takes the emphasis away 
from the up-and-down communication model. The real value of this trend in public 
relations is that it encourages department-to-department, manager-to-manager and 
worker-to-worker communication. This trend applies well to school public relations 
especially as it relates to the establishment of school councils. Research indicates 
that such councils are not successful without a communication strategy that is part of 
the council's total plan. Communication training of administrators and school councils 
is critical to successful organizational change. 11. Intense Use of Professional 
Networks: Competition should now give way to collaboration. The sharing of 
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knowledge and cooperative programs/projects are representative of this trend. 
Interestingly, as schools begin to implement this trend relative to public relations 
programs, competition in the form of "school choice" remains a popular initiative. 
Professional collaboration is being stressed as an important component of 
organization change within and among school systems. Yet, school choice, if viewed 
solely as competition for common customers/clients, may discourage the 
implementation of this trend. 12. The New Social Responsibility Links Philanthrophy 
to the Bottom Line: Volunteerism, gifts and in-kind services are replacing the old role 
of self-interest. They become the focal point of relationship building with key publics. 
School administrators should be very aware of the major conscience of the 
community, its government and businesses. School administrators should seek 
issues which will bring these external publics together with schools. (Bagin, 1993) 
Albert Holliday, the Editor-in-chief of the Journal of Educational Public Relations 
reviewed the four public relation myths identified by C. Richard Norman and Charles 
M. Achilles. Norman and Achilles warn school administrators to quickly dismiss these 
four myths. 
1. The best measure of the effectiveness of a PR staff is the number of 
news releases it turns out. Media coverage depends on the nature of the 
system and the media. Often, coverage is arranged without news releases. 
2. The PR person can get something in the newspaper (or on radio, TV). 
The only guarantee of coverage is paid advertising. 
3. The PR office can keep something out of the newspaper (or radio, TV). 
Asking a PR professional to "kill" a story fails to recognize how the media 
operates. 
4. PR people can place "good" news about schools in the media, as 
opposed to the treatment "bad" news receives. As most front page and 
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prominent news is negative, school stories seldom are spotlighted and that 
should be considered a plus. PR people can develop general and special 
interest stories that, in the long run, will present a balanced picture of the 
school system. (Holliday, 1994, p. 25) 
Public relations programs within public education and the school choice initiative 
provide for an interesting, and possibly critical review. The implications of both of 
these areas, their relationship to one another, and their impact on public education as 
we now know it cannot be underestimated. 
Searching for ways to improve American public education, some of the key 
players in the school reform movement believe they have hit upon the 
answer. Giving parents the right to choose which school their children attend, 
they say, will help cure what ails our schools. A major debate has ensued with 
both advocates and critics weighing in, each side confident in the rightness of 
its position. As it stands, we lack definitive evidence on whether choice is 
likely to result in better public schools. But ifs crucial that we learn more about 
choice and its effects, because choice has the potential for irrevocably 
altering public education as we know it. (Jackson, 1993, p. 2) 
The 90's seem destined to be a decade of change for public school education. 
Public relations professionals, marketing experts, and communications specialists, as 
well as high pressure salesmen/saleswomen, "head hunters," and entrepreneurs may 




This study was composed of two phases. The first phase involved the 
administration of the Public Relations Oberg-West Easy Scoring Sheet (PROWESS) 
to a selected sampling of Metropolitan Boston public school superintendents who 
represented "choice" and "non-choice" school systems. The PROWESS, an 
unpublished school public relations evaluation instrument, was chosen due to its 
quick response format (forty eight yes/no items) and the ability for respondents to self¬ 
score their responses. Each item has a point value. The total possible points that can 
be accumulated is 100. This survey instrument was mailed to fifty (50) Metropolitan 
Boston school superintendents. The complete listing of all Massachusetts school 
superintendents was provided by the Massachusetts Association of School 
Superintendents. This listing indicated each system's decision relative to participation 
in the Massachusetts school choice initiative. Additionally, this listing was compared 
to data provided by the Massachusetts Department of Education indicating the FY93 
costs per community associated with "school choice." A copy of the data compiled 
from this listing is contained in the Appendices of this study. The survey was mailed to 
twenty four (24) "choice" system superintendents and twenty six (26) "non-choice" 
system superintendents. Follow-up mailings (reminders) were sent to nineteen (19) 
superintendents in this sampling after the "due date" for a response had passed. A 
total of forty four (44) responses to the PROWESS survey were received. This 
represents an 88% return from the selected sampling. Completed surveys were 
received from twenty three (23) "choice" system superintendents and twenty one (21) 
responses from "non-choice" system superintendents. This response represents a 
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95.8% return from "choice" systems and an 80.8% return from "non-choice" systems 
included in the selected sampling. 
Based on the "Sample Size Chart" prepared by the public relations firm of Banach, 
Banach & Cassidy (National School Public Relations Association, 1993, page 16) the 
return results of this survey (44 returns from a potential sampling of 50) have a 
confidence level of ninety five percent (95%) with a sampling error of plus or minus 
five percent. The purpose of this phase was to compare data from "choice" and "non¬ 
choice" school managers in the following seven categories: (1) school image, (2) 
school financial referenda, (3) school media coverage, (4) community feedback and 
involvement, (5) staff involvement, (6) administrative involvement, and (7) program 
effectiveness. Additionally, for tracking and reliability purposes, a one item category 
regarding "school choice" was added by the researcher. Average scores for "choice" 
and "non-choice" respondents were tabulated for each of the seven categories. 
Additionally the total average scores from "choice" and "non-choice" system 
superintendents were tabulated and compared. An item analysis of the responses to 
all forty eight (48) items of the PROWESS was completed. Item responses from 
"choice" system and "non-choice" system superintendents were compared. The 
results from the category score comparison and the item analysis comparison are 
displayed in the graphs and tables included in Chapter 3: Results and Discussion. A 
copy of the PROWESS and a copy of the cover letter sent to all superintendents 
selected for participation in this study are included in the Appendices of this paper. 
The second phase of the study consisted of a personal interview with a 
superintendent from a "choice" system and a "non-choice" system. The researcher 
prepared a guided interview format consisting of seven (7) questions. The interviews, 
which were conducted at the offices of the superintendents volunteering to participate, 
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were tape recorded in order to facilitate analysis and ensure accuracy. The 
participants signed a "Consent for Voluntary Participation" prior to conducting the 
interview. Copies of the "Consent for Voluntary Participation" and the "Interview 
Questions" are included in the Appendices of this paper. The participants were 
questioned regarding the following: (1) the existence of a formal public relations 
policy for the system, (2) the types of public relations and/or communications activities 
which the system has undertaken during the 1993/1994 school year, (3) the 
superintendent's opinion regarding the utility of these public relations and 
communications activities, (4) the specific staff members designated to oversee and 
implement the system's public relations program, (5) the methods the system used to 
solicit community input and address community needs, (6) the budget allocation for 
the system's public relations program, and (7) the system's policy and plan regarding 
school choice. Responses were compared to the results of the PROWESS survey and 
likenesses and differences in the responses to each of the seven questions were 
noted. The data obtained is reviewed and discussed in Chapter 4: Results and 
Discussion. 
Limitations 
The sampling chosen for this study consists of selected Metropolitan Boston 
communities which are in approximately a twenty five (25) mile radius from the City of 
Boston. Fifty (50) communities were chosen for this study. Forty four (44) responses 
were received. Despite the fact that "trends" seemed to develop for "choice" and "non¬ 
choice" communities, it cannot be proven that such responses would have been 
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generated if the selected sampling of Metropolitan Boston communities had been 
different. Additionally, the instrument used in the survey, the Public Relations Oberg- 
West Easy Scoring Sheet, includes a checklist of forty eight (48) yes/no items. This 
format allows for quick response. However, it does not indicate a variance in the 
degree of involvement or non-involvement in the types of public relations procedures 
being surveyed. Future study in the area of public relations and school choice in the 
Metropolitan Boston area should include a wider sampling and more personal 
interviews with superintendents from "choice" and "non-choice" communities. 
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CHAPTER 4 
RESULTS AND DISCUSSION 
The first and largest phase of this study consisted of a survey of fifty (50) 
Metropolitan Boston school superintendents. The communities selected for this 
sampling were within a twenty five (25) mile radius of the City of Boston. The focus of 
this phase was the identification of trends in responses from superintendents of 
"choice" and "non-choice" school systems regarding their perceptions of their school 
system's public relations activities and plans. The Public Relations Oberg-West Easy 
Scoring Sheet (PROWESS), an unpublished school public relations evaluation 
instrument, was selected for this survey. The scale used on the PROWESS 
represents the combined weighted ratings and open ended responses of a national 
sampling of educational public relations specialists. The PROWESS was chosen due 
to its quick response format (checklist of forty eight yes/no items) and ease of scoring 
(each item has a point value, each category has a subtotal value, and the total 
possible points which could be scored was 100). 
The sampling of fifty superintendents included twenty four (24) "choice" system 
superintendents and twenty six (26) "non-choice" system superintendents. 
Responses were received from a total of forty four (44) Metropolitan Boston school 
superintendents. This represents an 88% return from the selected sampling. 
Completed surveys were received from twenty three (23) "choice" system 
superintendents and twenty one (21) "non-choice" system superintendents. This 
response represents a 95.8% return from "choice" systems and an 80.8% return from 
"non-choice" systems. Based on the "Sample Size Chart" prepared by the public 
relations firm of Banach, Banach & Cassidy (National School Public Relations 
49 
Association, 1993, page 16) the total return results from this sampling (44 responses 
from a potential sampling of 50) have a confidence level of ninety five percent (95%) 
with a sampling error of plus or minus five percent. Using the same "sample size 
chart" noted above and applying it to the returns from the "choice" and "non-choice" 
school superintendents, the following confidence levels are indicated: 95% 
confidence level with a plus or minus five percent for the "choice" system returns (23 of 
24) and a 90% confidence level with a plus or minus ten percent for the "non-choice" 
system returns (21 of 26). 
Data received from the "choice" and "non-choice" respondents were compared in 
the following seven categories: (1) school image, (2) school financial referenda, (3) 
school media coverage, (4) community feedback and involvement, (5) staff 
involvement, (6) administrative involvement, and (7) program effectiveness. Graphs 
were developed which represent the results of this survey in each of the seven 
categories noted above. Figures representing each category graph appear on the 
following pages. Discussion of the results in each category follows each figure. 
Additionally, tables which represent an Item Analysis of each response to this survey 
begins on page 65. Discussion regarding the trends of this analysis is included in the 




Superintendents of "choice" and "non-choice" systems were virtually identical in 
terms of their perceptions of their school system's image. The superintendents 
surveyed felt strongly that the image of their systems was positive. As noted on the 
item analysis of responses which appears later in this chapter, 100% of the 
superintendents surveyed felt that their system's educational program attracted new 
students and that their students' daily attendance was high. It was interesting that 
superintendents of "non-choice" systems felt that their educational programs attracted 
new students despite the fact that some students had left their systems to attend 
school in other "choice" systems. Additionally, the results of the item analysis indicate 
that superintendents of "non-choice" systems had a higher percentage of "yes" 
responses to the item which states "special programs enjoy a notable enrollment 
increase." 
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Figure 2 - Category 2: 
SCHOOL FINANCIAL REFERENDA 
Once again, the responses were very similar. A review of the item analysis table 
indicates a 100% positive response from superintendents of both groups regarding 
the passing of school budgets. A number of superintendents placed a notation next to 
this item indicating that school budgets were passed but that budgets were 
significantly reduced. The passing of bond issues did not have such a favorable 
response. Approximately 30% of the respondents from both groups indicated that 
bond issues were not passed. This may indicate that some communities consider the 
passage of such bond issues as an attempt to circumvent Proposition 2i/2. Though 
not specifically noted, this response may reflect community attitudes toward debt 
exclusions" or "over-rides" of Proposition 2i/2. 
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^ MEDIA COVER 
Figure 3 - Category 3: 
SCHOOL MEDIA COVERAGE 
Despite the similarity in scores in the category of School Media Coverage, their 
were some significant differences when comparing responses in the item analysis for 
this category of the PROWESS. First, a higher percentage of "non-choice" system 
superintendents felt that the media covered school special events (81% yes 
responses from "non-choice" superintendents and a 65% response from 
superintendents of "choice" systems). Second, a significantly higher percentage of 
the superintendents of "non-choice" systems (62%) indicated that the school had a 
regular program on local television. Only 13% of the "choice" superintendents 
reported that their system had a regular program on local television. This tends to 
indicate that the "non-choice" system superintendents may use local cable television 
to a greater extent than "choice" school systems. Regarding regular school generated 
columns being included in the local newspaper, 57% of the "choice" system 
superintendents indicated that a regular column is written. Only 19% of the "non- 
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choice" system superintendents indicated that a regular column appears in the local 
newspaper. However, all the superintendents of "non-choice" systems indicated that 
filler material submitted by the school to the local media is used regularly. 87% of the 
"choice" system respondents reported that filler material is used in the media 
regularly. 
Local radio was not used to a great extent by either group. More importantly, 
neither group reported that they regularly channel district media communications 
through the system's public relations director. This may indicate that neither group 
had an identified person who served as the public relations director. Some 
respondents noted that the superintendent served as the primary public relations 
person. However, the weak affirmative response from both groups (13% from "choice" 
and 10% from "non-choice" system superintendents) indicates a lack of procedural 
planning for channeling media communications. The fact that there was 
approximately a 10% non-response to this item from both groups tends to confirm the 
fact that little, if any, procedure exists and that systems may not have an identified 
person to plan and oversee school public relations activities. 
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Figure 4 - Category 4: 
COMMUNITY FEEDBACK & INVOLVEMENT 
There was little discrepency in total score by either group in the Community 
Feedback and Involvement category. However, refering to the Item Analysis Table 
which begins of page 65, differences exist in the responses to individual items in this 
category. The most striking difference appeared in the response to the item which 
questioned if citizens often request district public relations material. 78% of the 
superintendents from "choice" systems responded in the affirmative. Only 29% of the 
superintendents from "non-choice" communities reported "yes" to this item. One can 
draw two inferences from this response. First, there may be an absence of prepared 
public relations materials in the "non-choice" systems. Second, prepared public 
relations materials may be promoted more in "choice" communities than in "non- 
choice" communities. 
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The above is confirmed to some extent by the responses to the item which 
questioned citizens' responses to school system newsletters. All of the 
superintendents from "choice" systems indicated that responses to such newsletters 
are positive. In contrast, 81% of the "non-choice" system superintendents indicated 
that there are positive responses to newsletters. Indications from this response, which 
are corroborated in the interview section of this chapter, are that "choice" communities 
tend to make more use of widely distributed newsletters than do "non-choice" systems. 
An item regarding citizens active involvement in the school system's volunteer 
program resulted in an 87% "yes" response from "choice" system superintendents and 
a 62% "yes" response from "non-choice" superintendents. This may indicate that 
"choice" communities tend to have a better planned citizen volunteer program and that 
participation in school activities by the general community is encouraged and 
accepted more in "choice" communities than in "non-choice" communities. 
Interestingly, despite the fact that only 19% of the superintendents of "non-choice" 
systems reported that their system had a regular column in the local newspaper, 
100% of this group reported that citizens responses to school originated newspaper 
stories are positive. 87% of the "choice" system superintendents responded in the 
affirmative to this item. 
A more consistent use of local television by "non-choice" systems is reflected in the 
responses to the item in this category which asks if citizen responses to school 
originated television news stories are positive. There was a 60% difference in the 
responses of both groups. 90% of the "non-choice" system superintendents 
responded "yes" while only 30% of the superintendents from "choice" systems 
responded "yes." 
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Feedback from a citizen communication network was questioned in this category. 
There was no specification as to whether such feedback was positve or negative in 
nature. A "yes" response was given by 62% of the "non-choice" system 
superintendents. 43% of the "choice" system superintendents responded "yes" to this 
item. 13% of the "choice" and 10% of the "non-choice" community superintendents 
did not respond to this item. This tends to indicate that a citizen communication 
network does not exist in a number of Metropolitan Boston school systems. There 
may be a tendency to depend upon school parent organizations to "network" 
information. 
Lastly, an item in this category questioned if the school system received regular 
feedback from its public relations advisory committee. There were no "yes" responses 
from the "non-choice" system superintendents and only a 13% "yes" response from 
superintendents of "choice" communities. Of greater significance is the fact that 43% 
of the "choice" and 29% of the "non-choice" system superintendents did not respond 
to this item. This tends to indicate that most systems in both groups do not have a 
public relations advisory committee. 
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Staff involvement in the school system's public relations program is a critical 
ingredient to its success. As noted in the literature review, Don Bagin (1993) stated 
that school employees must be considered the "most important audience" when 
presenting the system's public relations plan. It is evident by looking at the above 
graph that superintendents of "choice" systems perceive their staff to be more involved 
in the system's public relations program than do the superintendents of "non-choice" 
systems. It should be noted that a maximum score in this category is 11. Neither 
group approached this score (8.3 for "choice" systems, 6.3 for "non-choice" systems). 
A review of the Item Analysis for this category indicates some interesting 
tendencies. First, staff members in "choice" systems tend to be more involved in 
community affairs than do their colleagues in "non-choice" systems. 100% of the 
"choice" system respondents indicated that staff members participate in community 
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affairs while 81% of the "non-choice" system respondents indicated such staff 
involvement. Interestingly, 10% of the "non-choice" system superintendents did not 
respond to this item. This may indicate "non-choice" system superintendents' lack of 
knowledge regarding staff participation in community activities. Secondly, there 
seems to be a tendency for staff members in "non-choice" systems to be slightly more 
involved in state and national educational associations than their colleagues from 
"choice" systems. This may indicate that involvement by staff members of "choice" 
systems is focused on the local level as opposed to the state and national levels. This 
local involvement could have a significant impact on the community's perception of 
the staff and, as a result, the school system. 
Responses, and lack of responses, to items concerning the system's public 
relations program and public relations director tend to indicate a similar finding to 
what was noted in Category 4. There does not seem to be a planned public relations 
program or an individual selected to plan and oversee public relations activities in a 
large number of the "choice" and "non-choice" systems included in this sample. 
However, a major difference regarding positive comments of staff regarding the school 
system's public relations program does exist between the two groups. 65% of the 
superintendents from "choice" communities indicated that staff members make such 
positive comments. Only 19% of the superintendents from "non-choice" systems 
indicated that positive comments are made by staff. This tends to indicate a lack of 
involvement and participation by staff of "non-choice" systems in the school public 
relations program. As Bagin (1993) asks, do staff members of your system have jobs 
or do they share a mission. It seems clear that the mission in the "non-choice" 
sampling has not been adequately communicated to the staff. The discrepency in staff 
involvement of both groups is again indicated in items which question if staff provides 
tips to the public relations director regarding items to publicize. Despite the fact that a 
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number of the respondents tended to indicate that their systems did not have an 
identified public relations director, superintendents from "choice" systems indicated 
that 57% of their staff members suggested items to publicize. Superintendents from 
"non-choice" systems indicated that only 19% of their staff members made similar 
suggestions. 
Figure 6 - Category 6: 
ADMINISTRATIVE INVOLVEMENT 
A similar discrepency between "choice" and "non-choice" systems was found in the 
Administrative Involvement category. Once again, superintendents from "choice" 
systems indicated a significantly higher involvement of their administrators in the 
system's public relations program than did the superintendents of "non-choice" 
systems. "Choice" system superintendents had an average score of 8.2 as compared 
to an average score of 6.2 for "non-choice" systems. This result was very similar to the 
result in Category 5: Staff Involvement. 
A review of the Item Analysis for this category indicates that, once again, there does 
not seem to be an identified person in charge of either group's public relations efforts. 
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The item which questions the representation of administrators on the system's public 
relations advisory committee indicates, by lack of response, that a significant number 
of systems from both groups do not have such committees. The major difference in 
this category is found in the item which questions the administrations support of the 
public relations director. As noted earlier, in a significant number of the systems from 
both groups, the superintendent serves as the public relations director. Only 10% of 
the "non-choice" respondents indicated that administration supports the public 
relations director. 65% of the "choice" respondents indicated such support. Lack of 
administrative involvement in "non-choice" systems' public relations programs is 
alarmingly high. It becomes evident that lack of involvement and support by staff and 
administrators of "non-choice" systems in the public relations program of the school 
department may have a significantly negative impact on the public perception of the 
community regarding its schools. A lack of a mission statement and a tendency to "do 
your own thing" at each building level may only cause confusion and, to some degree, 
internal competition among schools within the same system. 
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10 
IS PROG. EFFECT. 
YES NO COMBINED 
Figure 7 - Category 7: 
PROGRAM EFFECTIVENESS 
Based on the results found in the categories regarding staff involvement and 
administrative involvement in the system's public relations program, it is no surprise 
that a similar discrepency exists in the category which evaluates public relations 
program effectiveness. Despite the fact that both groups scored low in this category 
(the maximum amount of points which could be scored in this category was 10), there 
remained a significant difference between the perceptions of program effectiveness of 
superintendents from "choice" and "non-choice" systems. The average score of 
"choice" systems was 3.5 as compared to the average score of 1.0 for "non-choice" 
systems. Two trends are evident. First, effectiveness of programs which, in many 
cases do not exist, is difficult to evaluate. This is indicated by the significant number of 
non-responses to items refering to the recognition of the system's public relations 
program at the state and national level, and to the item which addresses surveys 
conducted by the system's public relations director. Second, there is a dramatic 
absence of planned public relations programs in the "non-choice" systems 
62 
partcipating in this study. Essentially, these systems have not begun to effectively "sell 
their importance" within the community. A lack of action in this area may have a 
significant impact on the system's success or lack of success regarding the school 
choice initiative. Lack of staff and administrative support of a public relations program, 
coupled with a lack of planning and a clear definition of the system's mission, may 
result in students and parents looking outside the community for a more clearly 
defined educational program. 
Figure 8: 
PROWESS TOTAL SCORE 
The comparison of the total scores from the "choice" and "non-choice" respondents 
demonstrates that "choice" system superintendents may consider public relations to 
be a more important function of the educational program than do their counterparts 
from "non-choice" systems. Both scores, when compared to the national sampling of 
public relations specialists noted on the first page of the PROWESS, indicate low 
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agreement" with the national sampling. Metropolitan Boston school systems may 
need to begin to march in time with what seems to be a national trend to make public 
relations an important ingredient of the overall public school program. 
An Item Analysis of the Public Relations Oberg-West Easy Scoring Sheet can be 
found on the following pages. This analysis indicates the percentage of "yes" and "no" 
responses to all forty eight (48) items in each of the seven categories of the 
PROWESS. In addition, a column for "no response" is included for each item. The 
Item Analysis is separated into columns in order to indicate percentage of responses 
made by superintendents of "choice" and "non-choice" systems. The combined totals 
of all responses are found in the final three columns of this table. This analysis was 
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The second phase of this study involved a personal interview of a superintendent 
of a "choice" system and a superintendent of a "non-choice" system. A guided 
interview format consisting of seven (7) questions was prepared. The interviews were 
conducted at the offices of the superintendents volunteering to participate. The 
interviews were tape recorded in order to facilitate analysis and ensure accuracy. The 
participants signed a "Consent for Voluntary Participation" prior to conducting the 
interview. Copies of the "Consent for Voluntary Participation" and the "Interview 
Questions" are contained in the Appendices. It was agreed that the name of the 
superintendent and the name of the school system he/she represents would not be 
disclosed in this narrative. The participants were questioned regarding the following: 
(1) the existence of a formal public relations policy for the system, (2) the types of 
public relations and/or communications activities which the system has undertaken 
during the 1993/1994 school year, (3) the superintendent's opinion regarding the 
utility of these public relations and communications activities, (4) the specific staff 
members designated to oversee and implement the system's public relations 
program, (5) the methods the system used to solicit community input and address 
community needs, (6) the budget allocation for the system's public relations program, 
and (7) the system's policy and plan regarding school choice. For the purposes of this 
paper, Superintendent C will represent the superintendent of the "choice" community 
and Superintendent N will represent the superintendent of the "non-choice" 
community. 
Does your school system have a formal public relations plan? 
Superintendent C discussed the system's Community Relations plan in great 
detail. A copy of this "plan" was presented to the researcher. The plan was 
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developed in 1987 and has been revised and updated three times since the original 
writing of the plan. The most recent update occurred in October of 1993. The plan 
listed four broad goals: (1) to keep parents and community informed of school 
programs, enrollments, student achievement, major school events, and potential 
areas of concern, (2) to encourage parental and community pride, support and 
involvement in the schools, (3) to encourage parental and community participation in 
designing, reviewing, and evaluating educational programs, and (4) to foster a spirit of 
open communication and cooperation among all school staff, students, parents, and 
community members. Additionally, the plan listed a systemwide and school level 
activity plan. This plan indicated the activity/publication, the individual(s) who will 
sponsor or prepare the activity/publication, the intended "audience," and the time-line 
for completion. Superintendent C states that "every year we sit down and look at this 
plan, we update it and make sure it says what we are really doing. Sometimes you 
have a change in school principal and the new principal might do something different 
than the former principal or may add something to the plan. It is important that the 
plan be updated to reflect what we are actually doing this year." 
Superintendent N responded by stating that a public relations plan is discussed 
among the administrative council which consists of all school principals, the assistant 
superintendent, the pupil personnel director and the business manager. Despite the 
fact that no formal program exists in writing, the major goals the system wishes to 
communicate during the academic year are discussed and principals are asked to 
bring these goals back to their individual "school councils." The current goal of this 
unwritten plan is to communicate how school budget monies are expended. This goal 
is in anticipation of an upcoming Town Meeting which will address school budget 
issues. Superintendent N stated. "Unfortunately our communication plan is often 
problem driven. We tend to focus our attention on issues which have a negative 
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impact on the perception of our schools. School level communication has helped but 
over 85% of our town's population does not have direct ties with the schools. They 
really don't know what is going on in our schools. We have had a difficult time 
winning them over." 
What types of public relations and/or communications activities have been 
undertaken by your system during the current school year? 
Superintendent C referred to the activity plan contained in the system's Community 
Relations plan. He provided the interviewer with the latest issue of school system's 
quarterly newsletter which is mailed to every "postal patron" in the community. The 
newsletter reviews systemwide activities, school activities and staff activities. The four 
page newsletter is prepared in the superintendent's office. Said Superintendent C. 
"God bless pagemaker!" The newsletter is sent out to be printed. Interestingly, 
monies used for the printing of this newsletter come from the central office printing 
account which is supported in part by school choice monies. Superintendent C also 
noted that a copy of the annual school budget is sent ot all "postal patrons" in the 
community. A "budget message" appears on the first page of this booklet. The 
"message" lets all community members know that the booklet has been prepared to 
inform the community of the financial support that the schools require in order to 
continue to provide a quality education for the community's children. This booklet is 
mailed out approximately one month prior to the community's Town Meeting. 
According to Superintendent C. "there has never been a question raised about the 
school budget during Town Meeting. The community is informed and know exactly 
where their tax dollars are going." 
Superintendent N does not have the luxury of discretionary money to use for public 
relations purposes. Each school, via the school council, prepares a quarterly 
newsletter. Monies for printing of the newsletters are included in each principal s 
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operational budget. If additional monies are needed, parent groups usually assist. 
The system does sponsor a series of parent forums which address what the 
"administrative council" determines to be timely. These forums are well attended by 
parents and staff. The system, in order to facilitate parent involvement, runs the 
forums in the early evening and provides free "childcare" during the presentations. 
Funding for these forums is provided via the school system's Comprehensive Health 
Education grant. Superintendent N claims that "the forums are very successful. 
However, a large percentage of the community does not attend since they have no 
children in our schools." 
What is your opinion of the utility of these public relations and/or communications 
activities? 
Superintendent C responded that "We don't have any formal evaluation procedure 
in place. We developed this plan in order to be in compliance with the New England 
Association's standards regarding school public relations policy. Although we do not 
have a formal evaluation process we (superintendent, school principals, director of 
pupil services, director of management services, and director of technology) meet to 
review and make revisions to the community relations plan." However, the 
superintendent claims that it is clear that the implementation of this school public 
relations plan has had a very positive impact on the community's attitudes about their 
schools. 
Although there has been very positive comments made by parents who have 
attended the parent forums, Superintendent N notes that there is no way of 
determining the extent to which such forums have enhanced attitudes about the public 
school system. "The local newspaper has been very cooperative regarding our 
school programs. Coverage has been provided for our forums and for most of our 
schoolwide activities. We have received some very positive print regarding our parent 
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forums. This is one way which we use to determine how useful such activities are." 
Superintendent N went on to say that since the public relations plan for the system is 
constantly changing, it is difficult ot establish a consistent procedure to appropriately 
evaluate the program's utility. 
Are there specific staff members designated to oversee and implement the 
system's public relations program? 
Both Superintendent C and Superintendent N stated that they, with advice from 
their respective administrative teams, are responsible for the systems' public relations 
programs. Superintendent C viewed the planning and implementation of the system's 
community relations plan to be a primary function of his position. States 
Superintendent C. "if I don't recognize the importance of letting the entire community 
become aware of what is going on in their schools, the value of our public relations 
program is lessened and my staff members will become less involved." 
Superintendent N also recognizes the importance of overseeing and implementing 
the system's public relations plan. According to Superintendent N. "this function 
should not be delegated. As the chief executive officer of this system it is critical that I 
know what is going on in our schools and how this information is going to be shared 
with the public. It is an important part of any superintendent's job description. Finding 
the time to do it well has never been included in that job description however." 
What methods did your system use to solicit community input and address 
community needs? 
"This year alot of that is being done by our school councils" said Superintendent C. 
"We formally survey the parents of our school choice children. We also survey the 
parents of children who leave our system to attend school in other communities. We 
ask them why they chose not to utilize the public schools that are available in their 
community and to share what they think the other community's school system provides 
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that ours does not provide." Superintendent C went on to say that "there is a 
difference between what parents of this group report on the survey and what I know to 
be true. Nobody says that I send my kid to (community X) school system because I'm 
a little snobby and I want to tell my friends that my kid goes to school in (community X). 
Nobody says that. They say that the educational program in (community X) is 
superior, that their child has a better chance of getting into a good college. Very few 
will say they send their kid to another community because of sports. However, I know 
they do. I can really sift through those surveys for the real reasons." 
Superintendent N indicated that the school system did not have any formal surveys 
for the past few years. Two reasons were given for not undertaking such a survey. 
First was the cost associated with distributing the survey. Second was the difficulty in 
finding the people to collect the data and appropriately interpret the results. However, 
Superintendent N did state that telephone contact was made with a number of parents 
who chose to send their children to public schools in other communities. Said 
Superintendent N. "the responses varied, but the common theme seemed to be that 
parents did not like the type of student that was moving into our system. Essentially, 
they were looking for escape." Superintendent N went on to say that "school councils 
now encourage community participation in our schools. We now have a vehicle to 
encourage community input and determine community needs." 
Is a budget allocated for the system's public relations program? 
Superintendent C's system does not a have budget line specifically designated for 
public relations. Printing costs for the systemwide quarterly newsletter and the budget 
booklet come from the central office operating budget. To some extent, this budget is 
supported by discretionary money received via school choice. Newsletters generated 
by each school are funded by the principal's operating budget for the school. There 
are no monies designated for staffing the public relations program. 
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Similarly, Superintendent N's system does not have monies allocated for the 
purpose of public relations. The central office and school operational budgets assist 
with the funding of newsletters. Grant monies such as those received through the 
Comprehensive Health Education grant are used to implement community activities 
such as the parent forums noted above. No staff member is compensated for planning 
and overseeing school public relations activities. 
What is your school system's policy and plan regarding school choice? 
Superintendent C's system opted to participate in "choice." The reasons were 
quite simple. "(Community X), a neighboring community, opted to participate in 
choice. We, therefore, as a neighboring community, had a way of losing money and 
had no way of recouping the loss unless we played the same game which was school 
choice. So we did it, and we have been successful with it. As long as you get more 
kids than you lose, you are on the right side of the plan." When questioned about the 
impact of choice on other neighboring communities, Superintendent C stated, "once a 
couple of the neighboring communities opted to participate in choice, all the 
communities chose to participate. It had a snowball effect. We see this happening 
throughout the state. How systems attract their own students and students from other 
communities is critical to your success or problems with school choice. Our system 
could attract over 200 new students if we had the space. We've lost 48 students to 
school choice. We've gained 112 students." Superintendent C went on to say that "by 
law, the (school choice) money comes directly to the school committee and can be 
spent, without appropriation, any way the school committee sees fit. You can roll it 
over after June 30th. It's a wonderful, flexible chunk of money. We've made $950 
thousand in three years. For a little system, that's a sizeable amount of money. 
Regarding staff issues with the increase of students in the system, Superintendent C 
stated, "that the kids we get are motivated students. Even the kids from (urban areas) 
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are kids from Catholic Schools who were afraid to go to their city's public schools." 
Superintendent N recommended to his school committee that the system not 
participate in choice. Superintendent N noted the following reasons for such a 
recommendation, "We are a suburban community which borders two urban areas. We 
are unsure of the type of students which choice may bring. However, it is becoming 
increasingly evident that choice will arrive. Some of our neighboring communities are 
considering opting in. We've lost approximately five students a year to choice. This 
represents close to $75 thousand during this time period. If one of our neighboring 
communities choses to participate, it may attract more of our students. Once that 
happens we may not have any other choice than to opt in. The town wants to proceed 
cautiously regarding choice at this time. I agree. There are still quite a few problems 
with the plan. We'll see what the future brings." 
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CHAPTER 5 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusions 
The results of this study present some interesting similarities and 
differences among the "choice" and "non-choice" respondents. Listed below 
are the most notable: 
1. Decisions to participate in school choice tend to be made 
based on financial considerations, decisions of neighboring 
communities and geographic location. Participation in choice resulted 
in school systems receiving discretionary monies. The receipt of such 
discretionary monies allowed these systems to direct money toward areas 
considered to be of greatest need, of greatest importance to the community, 
and for innovative programs. Interestingly, such monies have been used by 
some systems to support a public relations program. This public relations 
program has been used to attract students from other communities. 
Additionally, as was pointed out during an interview of a "choice" system 
superintendent, participation in "choice" allows a system to recoup its losses 
from those students who chose to attend school in other communities. 
Decisions to opt into the choice program are often made once a 
neighboring community has decided to participate. As was stated by the 
"choice" system superintendent interviewed, "Once (community X) opted to 
participate in choice, we had to play the same game." This superintendent 
went on to say that all the neighboring communities in the area 
(approximately seven) opted to participate in choice. The superintendent of 
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the "non-choice” community confirmed this trend by stating, "If one of our 
neighboring communities chooses to participate, it may attract more of our 
students. Once that happens we may not have any other choice than to opt 
in." Thus, the initial stages of the Massachusetts school choice initiative in 
the Metropolitan Boston area tend to be regionalized. A decision by one 
neighboring community tends to trigger decisions by other neighboring 
communities to opt in as well. 
A community's geographic location tends to influence the decision to 
participate in school choice. The superintendent of the "non-choice" school 
system stated, "We are a suburban community which borders two urban 
areas. We are unsure of the type of students which choice may bring." The 
superintendent of the "choice" community stated, "the kids we get are 
motivated students. Even the kids from (urban areas) are kids from Catholic 
Schools who were afraid to go to their city's public schools." This 
superintendent went on to say that the majority of the students "tuitioned in" to 
the system are from neighboring, suburban communities and that the parents 
of these students closely monitor the educational program. 
2. Systems opting to participate in choice tend to have better 
prepared public relations materials and share information with 
their community more effectively than do "non-choice" systems. 
Over three quarters of the "choice" respondents to the PROWESS survey 
indicated that citizens often request district public relations material. Less 
than 30% of the "non-choice" respondents indicated that this was true in their 
systems. As was noted in the "Program Effectiveness" category of the survey, 
there tends to be a dramatic absence of planned public relations programs in 
the "non-choice" systems. Essentially, these systems have not begun to 
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effectively "sell their importance" within their communities. This trend is 
supported by the response to active involvement of the community in school 
programs. 87% of the "choice" respondents indicated such positve 
involvement as compared to 62% of the "non-choice" respondents. During 
the interview with the "choice" system superintendent, the researcher was 
presented with a number of the system's public relations materials. Most 
impressive was the "budget book" which was mailed to every postal patron in 
the community. This book, as well as clearly defining the system's goals, 
informed the public relative to every dollar spent in their public schools. The 
philosophy of this system was clear, an informed and involved community is a 
supportive community. 
3. School systems have not adequately planned and 
implemented school public relations plans and procedures. With 
few exceptions, responses to the survey indicated a lack of a formal public 
relations plans for either group of respondents. Few systems had an 
identified person who was responsible for the school system's public 
relations. Both superintendents interviewed indicated that the direction of 
the system's public relations program was the responsibility of the 
superintendent. However, responses to the survey indicated that there were 
no formal plans to direct such a program. As noted above, "choice" systems 
tended to prepare more useable public relations material. However, this 
material was usually not a part of a total communication plan and, with rare 
exception, tended to be used in response to perceived community problems 
with the schools. 
f 
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4. Staff and administrative involvement in the school 
system's public relations activities was significantly less in "non- 
choice" than in "choice" systems. Only 19% of the "non-choice" system 
respondents indicated that staff members were involved in or made positive 
comments about the systems public relations program. "Choice" system 
superintendents indicated that 65% of the staff members were positively 
involved. Regarding administrative support of the public relations program, 
only 10% of the "non-choice" system superintendents indicated that their 
administration supports the system's public relations programs. In contrast, 
65% of the "choice" system superintendents indicated that such 
administrative support exists. 
Recommendations 
1. School systems must plan and implement a formal public 
relations plan for their systems. Such plans should follow the sample 
plan which is described later in this chapter. Systems which fail to establish 
such formal public relations plans will be vulnerable to lose more students to 
"choice" systems which have prepared and implemented plans. Additionally, 
the absence of such plans tends to allow the community to question the 
direction and goals of the system. Give the community the facts. Indications 
are that an informed community tends to be more supportive of the public 
educational system. Organizational planning for the development of such a 
plan should begin immediately. 
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2. School systems should identify staff members who will be 
responsible for planning, overseeing, implementing and 
evaluating the system's public relations plan. Although a full-time 
position dedicated to school public relations would be preferable, it is 
understood that budget limitations may prohibit such a position. It is 
recommended that the superintendent of school's establish a public relations 
advisory committee which is representative of the school system and the 
entire community. This advisory committee should choose the individual(s) 
from this committee who will direct the system’s public relations program. All 
systemwide communications should flow through the individual(s) assuming 
this responsibility. Compensation should be provided to the individual(s) 
directing the school public relations program. 
3. "Non-choice" school systems should begin to plan for their 
eventual involvement in school choice. Responses to the survey and 
statements made by the superintendents interviewed indicate that school 
choice will eventually be accepted throughout Metropolitan Boston. Systems 
should survey parents of students who are leaving the system to attend 
school outside of the community. Such a survey should request information 
about what makes the "choice" system more attractive and what prompted the 
parents to transfer their children to school's outside of the community. 
Additionally, parents of current students should be surveyed in order to 
determine what they like and don't like about the school system. Such 
information will be very helpful in redefining the system's mission and 
establishing a plan for the implementation of choice. 
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4. School administrators should treat staff as the most 
important audience when planning and developing a school 
public relations plan. The comments of the staff significantly impact 
public attitudes about the school system. Does the staff have jobs, or do they 
share a mission? Involvement of the staff in the development, 
implementation and evaluation of the system’s public relations plan 
guarantees staff support. The staff will not allow a program which they 
partially own to fail. If they are not involved in the program, it will be of little 
importance to them if the program doesn't succeed. Additionally, 
administration should not underestimate the influence that staff comments 
have within the community. A misinformed and/or uninvolved staff can create 
negative community attitudes about the schools. An informed and involved 
staff can have a positive influence on community attitudes about the school 
system. 
5. School systems must develop strategies to involve the large 
majority of the community having no ties to public education. It is 
estimated that close to 85% of the residents of Metropolitan Boston 
communities have no ties with the public school system. The support of this 
segment of the population is critical to public school systems. Members of 
this group should be represented on the school system's public relations 
advisory council and be invited to participate in school volunteer programs. 
School newsletters and copies of budget booklets should be mailed to every 
member of this segment of the community's population. 
85 
Sample School Public Relations Plan 
The twelve step plan which follows was developed in keeping with the 
procedures established by the National School Public Relations Association 
(1986). This plan is built around public opinion, research and community 
targeting. An outline of this school public relations plan appears in the 
Appendices of this paper. 
Step 1: Current Assessment. The initial step of any public relations 
plan is to assess the current public relations plan. Has it made a difference in 
the publics' attitudes and perceptions regarding the community's schools. 
This can be accomplished in many ways. The series of questions which 
appear below should be answered by school administrators, including the 
person responsible for the implementation of the school’s public relations 
plan, along with input from school board members, staff, parent groups, 
advisory councils, focus groups, etc. Along with the input from each of the 
above groups, the following questions should be addressed. What are the 
current strengths of the school district? What are the strengths as perceived 
by the public? Similarly, what are the current weaknesses of the school 
district and what would the public consider the school district's weaknesses? 
What processes are in place for parents to learn of school programs? How 
does the school district's staff receive their information about the school 
system and school programs? How do individuals not directly involved with 
the school district learn about what is happening in the schools? What other 
channels of communication need to be explored by the district? What is the 
current budget of the school's public relations program and what percentage 
of the total school budget does it represent? Along with these questions the 
following lists should be developed as part of Step 1. List the internal and 
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external publics currently being reached by the school's public relations 
program. List the publics not being reached by the program. List the current 
channels of communication now being used in the program and note those 
that are the most successful. List the public relations activities that relate to 
the written goals and objectives of the school district. Finally, list the primary 
personnel involved in the school district's public relations program. 
Step 2: Research. This step is extremely critical to the success of the 
school district's public relations plan. Public relations research methods 
which define actions and decisions the practitioners must make to motivate 
customer/client behavior remains an important need. A sound public 
relations program must be built on as much relevant data as possible. 
Research may be informal and secondary to avoid spending a large portion 
of the public relations budget on this component. Research will be needed to 
gather data which may not be available. Starting a public relations program 
without research is one of the major errors school districts make in school 
public relations. The data that needs to be reviewed includes the 
demographics of the community. Exactly who is out there in the community? 
What percentage of people in the community actually have children in the 
schools? How many senior citizens are in the community? What is the 
current income level of the community's residents? What percentage of the 
students are minorities? How many working mothers are there? What is the 
educational background of the community's residents? Is the community 
primarily professional, hourly wage earners, or a mix? Determine the 
"psychographics" (lifestyles and values) of the community's residents. Is 
there a group of people in the community who aspire to have the best of 
everything or is the prevalent feeling of the community that open affluence is 
wrong and/or wasteful? Is the community stable or transient? A transient 
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community means that the public relations program must be aimed at a 
moving target. A stable community is easier to locate. However, long¬ 
standing opinions are often so well entrenched that they are difficult to 
change. 
Included in this second step the strength of the "grapevine" and local 
media must be determined. How do people communicate within the school 
and the community? What is the credibility of the school district as perceived 
by the internal and external publics? What existing research is available? 
Specifically, are the school district's long-range plans available for review? 
What demographic assistance can be provided by other community, county 
or state agencies? What budget is available for public relations? Are 
resources available outside of the school district? Is there financial as well as 
verbal support of the school's public relations program? Is the school 
administration open to the district's public relations program? If it is not, it will 
be an up-hill battle to accomplish the objectives of the program. What are the 
personal strengths and weaknesses of those involved in the public relations 
program? A good public relations program makes use of these strengths and 
avoids putting key people in areas in which they are not confident. 
In addition to the above, make a historical review of the accomplishments 
and setbacks within the schools or community withing the past few years. 
Have businesses opened or closed, have bond issues passed or failed, etc. 
What accomplishments have the public relations program made to date? 
Review the items that made a difference in the schools or community. 
Additionally, collect all policies regarding public relations now being used in 
the school district. Finally, make sure that the school system's current goals 
and objectives are a part of the school's public relations plan. As stated 
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earlier in this section, don't underestimate the importance of the research 
needed for public relations program development. This data is necessary to 
develop an accurate and proper profile of the schools and community. 
Step 3: Identification of Priority Publics. The most significant 
change in the evolution of school public relations has been the targeting of 
priority audiences. The old shot-gun approach of public relations, saying the 
same message to different audiences, did not lead to the desired results. 
Now it is important for school public relations professionals to focus in on 
their selected audiences and tailor the "same message" in different ways that 
tend to be better received and understood. School district leaders must 
target selected publics and begin communicating with them. In the long run, 
it is more cost effective and productive to tailor messages for selected 
audiences. The support, attention, involvement, and understanding of these 
priority publics is critical to the program's success. The National School 
Public Relations Association refers to this as "constituency relations." This 
trend can be used to develop successful coalitions which join those 
interested in maintaining school funding or coordinating community services 
for children. 
Step Four: Desired Attitude/Behavior/Opinions of Priority 
Publics. This step involves a strong focus on the identified priority publics. 
Kekst and Freitag (1991) noted the importance of this step in their 
presentation of the basic principles needed in "Passing the Public Scrutiny 
Test." Although the article addresses the private sector, it has significant 
implications for school public relations professionals. Specifically, their 
second basic principle is "identify those individuals or groups who will 
determine the company's (school district's) success or failure and to build 
relationships with them." Thus, those responsible for school public relations 
89 
must identify and focus on the priority publics. Their influence in the 
community relative to school matters is second only to that of the staff and 
students. School administrators should be sensitized to think of building 
credibility and respect within the community. Parent-teacher organizations, 
chambers of commerce, city councilors or selectmen, members of the school 
committee, senior citizen groups, and other individuals or groups within the 
community who influence the public must be made to feel a part of the 
educational process and as valuable advocates for public education. The 
plan must address the attitudes, opinions, and/or behaviors which are 
expected to change due to the public relations effort. As reported by Handy 
(1994) in her review of the Massachusetts Association of School Committee's 
report on school public relations trends, if the school system is "market 
driven" and focused on the customers (taxpayers) it will target the 
communication needs of their publics. 
Step Five: Needs of Priority Publics. Once the priority publics 
have been identified and a determination has been made regarding how it is 
hoped that these priority publics will feel, think and act about the schools, it is 
important that thought goes into what these priority publics will need to feel, 
think and act in this new manner. What information and experiences are 
needed to enhance their relationship with the school district? By getting to 
know the priority publics and by listening and providing feedback, school 
personnel can enlist the support of various segments of the district's 
population. 
Step Six: Strategies to Assist Publics in Making 
Attitude/Behavior Change. Step five identified what the priority publics 
need. This step assists in determining how to meet these needs. Information 
and experiences must be provided to these groups. Strategies that inform 
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and persuade the priority publics must be selected. The potential of each 
communication technique must be understood prior to selecting the 
technique for the required job. In public relations the use of communication 
techniques fall into two categories: (1) interpersonal and (2) mass media. 
Face-to-face meetings with priority publics such as forums, advisory 
councils, presentations at local organizations and open houses are examples 
of the interpersonal approach. This approach can significantly influence 
people. This approach can strengthen an existing positive relationship held 
with a group, win over the "fence sitters" who are undecided on an issue and 
begin making a dent in the negative thinking in the district. 
The purpose of mass media is siimply to inform. The print materials 
produced by the district, local newspapers and the broadcast news fall into 
the mass media category. As well as informing the public in a broad brush 
approach, mass media can set the agenda in your schools and community for 
what people are discussing. However, research indicates that mass media is 
unlikely to influence people to change their minds or act differently regarding 
an issue. Mass media tends to reinforce feelings and attitudes. Essentially, 
people read what they want to read and hear what they want to hear. 
As part of this step those responsible for the school district's public 
relations program must focus on the current strategies being used. How the 
existing vehicle is being used and the extent of the fine tuning necessary for it 
to address the new purpose must be considered. Clearly, a combination of 
interpersonal communication techniques and mass media will be included in 
a thorough school public relations plan. 
Step Seven: Mainstreaming Public Relations. This step is 
designed to make those responsible for the school district's public relaltion 
program aware of the ways of mainstreaming and institutionalizing public 
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relations in the school district. It suggests that the school public relations 
program contributes to a well-educated students body and community. 
School public relations, similar to corporate public relations, must show how 
it can contribute to the success of the district. School public relations 
professionals must prove that the program contributes to the productivity of 
the schools. 
The public relations program should seize the opportunities to develop 
strategies to assist the district in achieving its goals. Community forums on 
the topic, visits to school and comminity groups, video presentations, 
informational brochures, and surveys of staff, community and students fit into 
this step of the public relations plan. 
Step Eight: Setting Public Relations Goals/Objectives. Wanat 
and Bowles (1993) noted four institutional goals that result from a well 
planned school public relations program. The first is "student and academic 
achievement." Results of standardized tests, teacher-awarded grades and 
other objective performance measures are shared with priority publics. The 
second goal is that of "institutional legitimacy." This goal results in trust in the 
school, acceptance of its role and function, and a belief in the fairness of 
decisions made by school administration. The third goal is "support for the 
institution." This goal results in financial and political backing of the school. 
"Effective school-community relations" is the fourth goal. This goal leads to 
positive perceptions about the program by certain market segments such as 
students, parents, and community. 
It is with this step that the public relations program begins to take shape. It 
provides the broad view of what is trying to be accomplished. Additionally, it 
indicates the steps planned to accomplish it. There are three key words 
which must be defined prior to further discussion regarding this step. The key 
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words mission, goals and objectives are defined by the National School 
Public Relation Association as follows: mission refers to overall purposes of 
the organization; goals are the major accomplishments sought so as to fulfill 
the mission; objectives are the measurable steps that lead to achieving 
goals. Public relations professionals attempt to make as many of the 
objectives in the public relation program as measurable as possible. 
Unfortunately, due to the fact that most school public relations offices are 
understaffed or individuals have this role "added on" to their job 
responsibilities, there may not be the time to measure the objectives of the 
school plan effectively. 
As a result of the above, school public relations professionals tend to 
place a priority on which public relations objectives will be measured and 
monitored and which will have to wait until another time. They can not allow 
the measuring of results to interfere with the operation of the public relations 
program and/or office. The evaluation of the public relations objectives must 
become part of a routine or it may end up being a waste of effort. Many 
school public relations professionals devise ways to insert some evaluative 
questions into feedback devices already planned for regular programs 
throughout the year. 
The objectives of the plan must be written in measurable terms. The 
process should not be confused with the outcome. Well-written objectives 
focus on outcomes. These objectives should create work pictures about what 
is to be done and what is to be expected. Edits and rewrites should be 
expected. Objectives will be used to evaluate the effectiveness of the 
program. Consequently, the objectives should be specific and realistic and 
should include target dates for completion. Public relations objectives not 
only measure tangibles, but they document the influence, awareness, 
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understanding, acceptance, expectations, opinions and attitudes of 
employees and priority publics. Lastly, when writing school public relations 
objectives, choose only those areas over which there is substantial influence. 
Step Nine: Public Relations Activity Plan. What is planned? 
How much will it cost? Who will do it? When will it be done? How will it be 
done and by whom? The activity plan must address each of these questions. 
The activity plan serves as a working document throughout the school year. It 
is used to keep those responsible for the public relations plan focused. It is 
best used if formatted by each goal and the corresponding objectives. 
Step Ten: Formatting the Final Plan. Know your audience before 
writing a final format of your plan. If the superintendent, school committee, 
management team, etc. prefer short, to-the-point materials, format the plan to 
meet this preference. Essentially, the final format of the public relations plan 
should meet the needs of the priority publics. 
Step Eleven: Evaluation. As noted in Step Eight, each objective will 
not be evaluated. However, those that may be more visible and meaningful 
throughout the year should be selected for evaluation. This step is used as a 
research component for building the next public relations plan. What worked 
and what didn't work should be identified. Ongoing evaluation and 
monitoring of the program is necessary in order to make it as effective as it 
can be. Evaluations serve two purposes in the public relations program. 
First, it completes the planning cycle. Second, it begins the next planning 
cycle. Evaluation is essential if the school public relations program is to be a 
valuable and useful one. 
Step Twelve: Professional Development. Most school 
administrators agree that learning never ends. This philosophy must apply to 
staff as well. Professional development activities for staff must be built into 
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the school public relations plan. Without such development opportunities the 
plan fails to target the needs of its most influencial and important public - the 
staff. Strengths and weaknesses must be assessed. Reports regarding an 
"action plan" to overcome the weaknesses must be shared with the entire 
staff. Staff must be involved in the planning and implementation of the "action 
plan." A quality professional development program may prove to be the most 




School choice is happening. Whether in an urban or suburban 
community, public school systems must begin to plan and develop a strategy 
for dealing with this initiative. According to Massachusetts Department of 
Education statistics, during the 1993 fiscal year close to $11.5 million dollars 
was directed to school systems participating in school choice. This amount 
represented the tuition for over 2,900 students. As was clearly stated by a 
superintendent of a "choice" system during my research for this study, 
"(Community X), a neighboring community, opted to participate in choice. 
We, therefore, as a neighboring community, had a way of losing money and 
had no way of recouping the loss unless we played the same game which 
was school choice. So we did, and we have been successful with it. As long 
as you get more kids than you lose, you are on the right side of the plan." 
Despite the fact that some of the literature views choice as the freedom of 
parents and students to choose among variations in school offerings and as 
an antidote to perceived mediocrity in public education, many school 
managers, as noted above, view choice as a business opportunity which 
provides discretionary money to the system. Competition for the Metropolitan 
Boston public school student has begun. School systems, in order to survive 
in the "choice" and "competion" era, must examine their mission, evaluate 
community and student needs, clearly communicate goals and program 
options, and actively attempt to involve the entire community in the 
educational program. In addition, systems must be sure that involvement in 
the choice program is not solely based on money. Such involvement must 
result in an improved educational environment for all students. 
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Public school districts are regularly called upon to answer questions 
about the quality of their public schools. Rarely is there a town meeting or city 
budget hearing which does not question the quality of the public school 
system and request more accountability from the municipality's educators. 
Unfortunately, accountability and meeting educational standards have been 
equated with staying within line-item budgets and comparing results to 
standardized test scores. Public education did not do it's homework! Public 
education must recognize that communicating information about the total 
educational program goes beyond merely reporting test scores and printing 
the honor roll list. Characteristics about the student body (attendance, 
enrollment, graduation rates, diversity and stability), participation of 
community members in school activities, characteristics of the staff 
(experience and background), staff development efforts and plans, student 
programs, feedback from former students, descriptions of the school 
environment and the fiscal situation in which the school operates, as well as 
test scores, should be presented as a package to the entire community. Such 
a package enhances public confidence in their schools and encourages 
parents to choose to send their children to the public schools within the 
community. The importance of developing such a public relations package 
must not be overlooked. 
The review of literature indicates that choice plans are taking hold on the 
national level. Additionally, the review indicates that many systems 
throughout the country view the role of school public relations as a critical 
component of the total school program. The literature indicates that school 
choice and competition during the next decade, as well as the necessity for 
public education to inform the public and address community needs and 
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concerns, will necessitate that public school systems establish formal public 
relations and marketing plans. Private companies which provide school 
public relations services are beginning to emerge. Nationally, many school 
systems are hiring public relations directors. Public education must become 
familiar with, and most likely master, the public relations philosophy which the 
business community has adopted and used to its advantage. Specifically, 
public education must be prepared to be instantly dissected by the media and 
judged by the public. Time and effort must be invested in defining the 
character, values, critical issues and expectations of the public education 
system and making sure that the citizens of the community understand their 
personal stake in the system's success. (Kekst and Freitag, 1991) 
This study investigated the opinions of a sampling of Metropolitan Boston 
school superintendents regarding their systems’ public relations program and 
the relationship of this program to the Massachusetts school choice initiative. 
The first phase of the study consisted of a survey of a selected sampling of 
fifty (50) Metropolitan Boston public school superintendents regarding their 
perceptions of their system's public relations program. The sampling 
included twenty four (24) systems which opted to participate in choice and 
twenty six (26) systems which did not elect to participate in choice. Forty four 
(44) responses were returned (23 from "choice” system superintendents and 
21 from "non-choice" system superintendents). Interestingly, the first thirteen 
(13) responses received were from "choice" systems. Eighteen (18) of the 
twenty three (23) responses received from "choice" systems arrived before or 
on the requested due date. Only one response from a "choice" system was 
not returned. Thirteen (13) of the twenty one (21) responses received from 
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the "non-choice" systems arrived before or on the requested due date. Five 
(5) responses from "non-choice" systems were not returned. 
The Public Relations Oberg-West Easy Scoring Sheet (PROWESS), an 
unpublished school public relations evaluation instrument, was the selected 
instrument for this survey. PROWESS allowed for a quick response (yes/no 
format) and allowed the respondent to self-score. The survey evaluated 
seven categories of the system's public relations program: (1) school image, 
(2) school financial referenda, (3) school media coverage, (4) community 
feedback and involvement, (5) staff involvement, (6) administrative 
involvement, and (7) program effectiveness. Graphs depicting the results of 
this survey were prepared. Average scores of "choice" and "non-choice" 
systems were compared. Comparison scores, as well as combined scores, 
were reviewed in each of the seven categories noted above. Additionally, an 
item analysis of the responses to the forty eight (48) items on the survey was 
undertaken in order to determine trends of the "choice" and "non-choice" 
respondents and to determine the extent of similarities and differences of 
both groups with regard to school public relations programs. The results of 
this survey have a confidence factor of ninety five percent (95%) with a 
sampling error of plus or minus five percent. 
The second phase of the study involved an interview of two Metropolitan 
Boston school superintendents. The superintendents were from a "choice" 
and "non-choice" community. A guided interview format consisting of seven 
(7) questions was developed. The interviews, which were conducted at the 
offices of the superintendents volunteering to participate, were tape recorded 
in order to facilitate analysis and ensure accuracy. The superintendents were 
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questioned regarding (1) the existence of a formal public relations policy for 
the system, (2) the types of public relations and/or communications activities 
which the system had undertaken during the 1993-1994 school year, (3) the 
superintendents opinion regarding the utility of these public relations and/or 
communications activities, (4) the specific staff members designated to 
oversee and implement the system's public relations program, (5) the 
methods the system used to solicit the community and address community 
needs, (6) the budget allocation for the system's public relations program, 
and (7) the system's policy and plan regarding school choice. 
The study resulted in the following conclusions: (1) decisions to 
participate in school choice tend to be made based on financial 
considerations, decisions of neighboring communities and geographic 
location, (2) school systems opting to participate in choice tend to have better 
prepared public relations materials and share information with their 
community more effectively than do "non-choice" systems, (3) school systems 
have not adequately planned and implemented school public relations plans 
and procedures, and (4) staff and administrative involvemnet in the school 
system's public relations activities was significantly less in "non-choice" than 
in "choice" systems. Based on my research and the conclusions noted 
above, the following five (5) recommendations have been made: (1) school 
systems must plan and implement a formal public relations plan for their 
systems, (2) school systems should identify staff members who will be 
responsible for planning, overseeing, implementing and evaluating the 
system's public relations plan, (3) "non-choice" school systems should begin 
to plan for their eventual involvement in school choice, (4) school 
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administrators should treat staff as the most important audience when 
planning and developing a school public relations plan, and (5) school 
systems must develop strategies to involve the large majority of the 
community having no ties to public education. 
Entirely too many programs for the development of sound and 
constructive school-community relations are sporadic in nature, 
improperly conceived, poorly planned, and crudely executed. They 
defeat their own purpose. If a school system wishes to engage in a 
comprehensive and continuing program of school-community 
relations, then it must be willing to plan how its character, needs, and 
services may be interpreted best to the people, how their wishes 
and aspirations may be interpreted best to the school, and how 
citizen involvement may be included in the task of educational 
improvement and institutional adjustment to social change. (Kindred, 
Bagin & Gallagher, 1984, p. 14) 
APPENDICES 
APPENDIX A 
SAMPLE COVER LETTER TO PROWESS SURVEY SAMPLING 
EDMUND NAZZARO 
29 Spencer Avenue 
Saugus, Massachusetts 01906 
(617) 233-8147 
April 13, 1994 
Superintendent 
Superintendent of Schools 
System Public Schools 
Number and Street 
City/Town, Massachusetts 00000 
Dear Superintendent Name: 
I am currently undertaking a study of school public relations programs and the 
relationship of such programs to the Massachusetts school choice initiative. As part of 
this study I am requesting that a selected sampling of public school superintendents 
consider completing the enclosed "Public Relations Oberg-West Easy Scoring Sheet." 
The data collected from those responding to this survey will be included in my doctoral 
dissertation. I anticipate that it should take no more the five minutes to complete this 
survey. 
The results of this survey will be used to compare responses from superintendents of 
"choice" systems with those of superintendents of "non-choice" systems. Results of this 
survey will be reported in the aggregate. Individual respondents will not be identifiable. 
The code numbers on the survey and return envelope are for tracking purposes only. I 
hope that you will be able to find the time to complete and return this survey to me in the 
stamped envelope provided on or before April 22. 1994. Your cooperation would be 
greatly appreciated. 
You will note that some items on this survey refer to the "PR director" or "PR 
advisory committee." Many systems may not have such a position or committee. The 
individual(s) responsible for your system's public relations program should be 
considered when responding to these items. 
Your informed consent to participate in this study under the conditions noted above is 
assumed by your completing and returning this survey. Please do not hesitate to call me 
if you have any questions or concerns about this survey or the use of the information 







SAMPLE PUBLIC RELATIONS OBERG-WEST EASY SCORING SHEET 
PROWESS 
PUBLIC RELATIONS OBERG-WEST EASY SCORING SHEET 
EDUCATIONAL PUBLIC RELATIONS PROGRAM EVALUATION CRITERIA 
The following scale represents the combined weighted ratings and open ended responses of a 
national sampling of educational public relations specialists. 
To compare your opinions about evaluation criteria with the opinions of those samples, merely 
check yes or no to the following statements. Each statement has a point value, and the total possible 
points that can be accumulated is 100. 
It has been arbitrarily determined that a score of 88 to 100 constitutes close agreement; 75 to 87, 
moderate agreement; 62 to 74, low agreement; and less than 62, little or no comparative value. 
CATEGORY: RESPONSE: 
1.SCHOOL IMAGE (10 points) 
• The school system's educational program attracts new 
students (6)  yes  no 
• Student daily attendance is high (2)  yes  no 
• Special programs enjoy a notable enrollment increase (2)  yes  no 
2. SCHOOL FINANCIAL REFERENDA (12 points) 
• Bond issues are passed (6) 
• Budgets are passed (6) 
3. SCHOOL MEDIA COVERAGE (25 points) 
• School board meetings are covered by the media (5) 
• Special school events, such as PTA and Open House, are 
covered by the media (5) 
• The media coverage the school receives is both comprehen¬ 
sive and positive in tone (5) 
• The media calls the school to check out rumors (3) 
• All district media communications are channeled through the 
PR Director (3) 
• The school has a regular program on the local radio station (1) 
• The school has a regular program on the local TV station (1) 
• The school has a regular column in the local newspaper (1) 
























4. COMMUNITY FEEDBACK & INVOLVEMENT (21 points) 
• Comments from citizens about their school system are 
positive (5) 
• Letters from the citizenry to the local newspaper editor are 
yes no 
positive (1) 
• Local businesses are supportive of the school systems 
yes no 
program (1) 
• Citizens are supportive of various school groups, such as 
yes no 
PTA, Band and Booster Clubs (1) yes no 
• The school has an active community education program (1) yes no 
• School facilities are regularly used after school hours (1) yes no 
• Senior citizens participate in school activities (1) 
• The citizenry is actively involved in the school volunteer 
yes no 
program (1) yes no 
• Citizens often request district PR material (1) yes no 
* Citizens responses to newsletters are positive (1) 
• Citizen responses to school originated newspaper stories 
yes no 
are positive (1) 
• Citizen responses to school originated radio messages are 
yes no 
positive (1) 
• Citizen responses to school originated TV news stories are 
yes no 
positive (1) yes no 
• The school system receives regular feedback from its citizen 
communication network (2) 
• The school system receives regular feedback from its PR 
yes no 
advisory committee (2) yes no 
STAFF INVOLVEMENT (11 points) 
• Staff members participate in community affairs (2) 
• Staff members hold membership in state educational 
yes no 
associations (1) 
• Staff members hold membership in national educational 
yes no 
associations (1) 
• The school district is represented by staff at state educational 
yes no 
association meetings (1) 
• The school district is represented by staff at national educational 
yes no 
association meetings (1) 
• The staff makes positive comments about the school system's 
yes no 
PR program (3) yes no 
• The staff requests information from the PR director (1) 
• The staff provides tips to the PR director on items to 
yes no 




6. ADMINISTRATIVE INVOLVEMENT (11 points) 
• The administration supports the PR program (3) yes no 
• The administration support the PR director (3) 
• The administration is actively involved in state educational 
yes no 
associations (1) 
• The administration is actively involved in national educational 
yes no 
associations (1) yes no 
• The administration is represented on the district-wide 
PR advisory committee (1) 
• The administration regularly participates in community 
yes no 
affairs (2) yes no 
PROGRAM EFFECTIVENESS (10 points) 
• The school system's PR program is recognized at the state 
level (2) 
♦ The school system’s PR program is recognized at the 
yes no 
national level (2) 
• The results of surveys conducted by the PR director are 
yes no 
positive (4) yes no 
• Large numbers of citizens respond to school surveys (1) ves no 
• School surveys invite quick responses (1) yes no 
PARTICIPATION IN SCHOOL CHOICE* 
•The school system participates in the Massachusetts school 
choice program. ves no 
* Item added by researcher 
THANK YOU FOR YOUR COOPERATION 
o o o o o o 
Please return this completed evaluation in the stamped, self-addressed envelope provided. Please 
return on or before April 22.1994. Completed evaluations should be returned to: 
Edmund Nazzaro 
29 Spencer Avenue 
Saugus, Massachusetts 01906 
PROWESS by T. Oberg and P.T. West, unpublished evaluation instrument. 
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APPENDIX C 
SAMPLE CONSENT FOR VOLUNTARY PARTICIPATION 
Consent for Voluntary Participation 
I volunteer to participate in this qualitative study and understand that: 
1. I will be interviewed by Edmund Nazzaro using a guided interview format 
consisting of seven (7) questions. 
2. The questions I will be answering address the public relations policy and 
implementation of such a policy in my school system, and the relationship of such 
a policy to the system's participation/non-participation in school choice. I 
understand that the primary purpose of this research is to identify school public 
relations programs/initiatives which promote positive community attitudes 
regarding public education. 
3. The interview will be tape recorded in order to facilitate analysis of the information 
presented. 
4. My name will not be used, nor will I be identified personally in any way or at any 
time. Additionally, I understand that the school system which I represent will not 
be identified. The only form of identification which may identify the system I 
represent is its decision to participate or not participate in "school choice." 
5. I may withdraw from part or all of this study at any time. 
6. I have the right to review the material prior to any publication. 
7. I understand that results from this interview will be included in Edmund 
Nazzaro's doctoral dissertation and may also be included in manuscripts 
submitted to professional journals for publication. 
8. I am free to participate or not to participate without prejudice. 
9. I understand that, because of the small number of individuals who will be 
interviewed (two), there is some risk that I may be identified as a participant in this 
study. 
Researcher's signature date 
Participant's signature date 
APPENDIX D 
INTERVIEW QUESTIONS USED DURING THE 
SECOND PHASE OF THE STUDY 
(responses to be tape recorded) 
1. Does your school system have a formal public relations policy? 
• if so, what are the primary objectives of this policy? 
• if not, is one currently under consideration? 
2. What types of public relations and/or communications activities have 
been undertaken by your system during this current school year? 
3. What is your opinion of the utility of these public relations and/or 
communications activities? 
• does your system have a procedure for evaluating such 
activities? 
4. Are there specific staff members designated to oversee and implement 
the system's public relations program? 
5. What methods did your system use to solicit community input and 
address community needs? 
6. Is a budget allocated for the system's public relations program? 
• $ for program activities 
• $ for salaries and/or stipends 
7. What is your school system's policy and plan regarding school choice? 
(for choice system) 
• number of students attending from outside of the district 
• advantages/disadvantages to the system 
• community feedback 
• staff feedback 
• number of students leaving system for other "choice" systems 
• impact on school budget 
(for non-choice system) 
• advantages/disadvantages to the system 
• community feedback 
• number of students leaving system for "choice" systems 
• impact on school budget 
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APPENDIX E 
SAMPLE SCHOOL PUBLIC RELATIONS PLAN OUTLINE 
"Let our advance worrying become advance thinking and planning. " 
Sir Winston Churchill 
STEP 1: Current Assessment 
A. What are the strengths of the school system as perceived by advisory 
committee? 
B. What are the strengths of the school system as perceived by the public? 
C. What are the weaknesses of the school system as perceived by advisory 
committee? 
D. What are the weaknesses of the school system as perceived by the 
public? 
E. How do parents learn about school programs? 
F. How do staff members learn about school programs? 
G. How do non-parents learn of school programs? 
H. List both the internal and external publics the system is now reaching. 
I. List both the internal and external publics which the system should be 
emphasizing more. 
J. What are the current channels of communication being used in your 
system’s public relations program? 
K. Which of the channels noted in J have been most successful? 
L. What other channels does the advisory committee need to explore? 
M. Do any public relations activities relate to written goals and objectives of 
your school system? 
N. What is the approximate budget for your public relations program? 
(What percentage of your total school budget is spent on public 
relations?) 
O. List the primary personnel involved in your system's public relations 
program. 
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STEP 2: Research 
A. Demographics of your community 
List the significant demographics of your community. Consider items such 
as age, minorities, parents, non-parents, parents with children in your 
schools, private school enrollment, students attending school in other 
"choice" communities, etc. 
B. Psychographics of your community 
What lifestyles are prevalent in your community? Do you have active 
conservative or liberal groups? 
C. Is your community stable or transient? 
D. What are the favorite channels of communication for residents? 
E. What are the favorite channels of communication for staff? 
F. Current credibility - On a scale of 1 to 5, with 5 being the most credible, 
how would the advisory committee rate the credibility of the school 
district? 
G. Locate existing research: note the research description and the agency 
responsible for the research. 
H. List your current school goals and objectives. 
I. What is the system's current budget? Are outside sources/resources 
available to the system? 
J. Is the current administration perceived as being open or closed? 
K. What are the personal strengths of the people who are involved in the 
public relations program? 
L. What major accomplishments or setbacks have occurred in your 
community? 
M. What accomplishments have been made to date which are the result of 
public relations activities in your schools? 
N. What policies are now "on the books" concerning school public relations 
in your community? 
STEP 3: Identify Priority Publics 
List the targeted internal and external publics you need to focus on. 
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STEP 4: Identify Attitudes/Behaviors/Opinions of Publics 
For each priority internal and external public, ask: 
A. Why are you aiming your public relations program at them? 
B. What do you want them to do? What attitude, opinion, or behavioral 
change do you expect? 
STEP 5: Identify Needs of Priority Publics 
What do you have to do or provide (usually information or experience) to 
help your targeted internal and external publics reach the desired 
attitude/behavior/opinion? 
STEP 6: Develop Strategies for Change 
A. Review current school programs and see if any can assist you in this 
activity. 
B. Brainstorm strategies for each public (internal and external) and its 
desired opinion/behavior 
STEP 7: Mainstream Public Relations 
A. Review school district goals/objectives/initiatives. 
B. Analyze how the current public relations program is meeting those areas. 
C. Place emphasis on activities meeting school district goals. 
D. List current and new public relations activities and the school system 
goals/issues related to these activities. 
E. If the current public relations activities were eliminated, list what each of 
the following publics would miss the most: school committee members, 
staff, community. 
STEP 8: Set Public Relations Goals and Objectives 
A. List the school system's mission. 
B. Set goals with specific objectives which will address the system's mission 
statement. 
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STEP 9: Develop a Public Relations Action Chart 
For each goal and objective listed in STEP 8, note its relationship to the 
school system's goal/initiative and the strategies which will be used to 
address the goal. A chart should be developed which indicates activies 
related to the goal, the intended audience, the timeline, the person(s) 
responsible for the activity, and the budget or budget source for the 
activity. 
STEP 10: Format a Plan 
This step involves establishing priorities, generating and distributing a 
formalized plan and identifying the activites, timelines, people 
responsilble and funding sources for all activities noted in the plan. 
STEP 11: Evaluation 
Assess the results of your public relations program to give you and the 
advisory committee feedback in developing your next plan. Use both 
ongoing and summative evaluative techniques. 
A. List each goal of your system's public relations plan 
B. Under each goal note (1) what worked, (2) what needed improvement, 
and (3) action steps needed for next plan. 
STEP 12: Professional Development 
Review areas that you, your staff and the advisory committee need to 
improve. Map a strategy to overcome these weaknesses. 
A. List all areas needing improvement 
B. Next to each of these areas, note the professional development activity 
which will address these areas. 
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APPENDIX F 
FY93 MASSACHUSETTS CHOICE STUDENT/FINANCIAL IMPACT DATA 
The FY93 data on the following pages indicates the number of students who entered 
or left each Massachusetts school district due to the school choice initiative. Each 
entry notes the following: 
Name of School District 
Total FTE Leaving District 
Tuition Paid Out to District 
Total FTE Entering District 
Tuition Received by District 
Total Financial Gain/Loss to District 
During FY93, fifty five (55) Massachusetts school districts chose to participate in the 
school choice program. A total FTE of 2,979.55 was tuitioned in to these school 
districts. This represented a total of $11,350,796.00. 
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AC..BE - Sorted by: City/Town 
City/Town ACTON BOXBOROUGH (R) City/Town ASHBY 
FTE Out 000.00 FTE Out 001.00 
Tuition Out 000,000 Tuition Out 002,396 
FTE In 184.88 FTE In 000.00 
Tuition In 792,381 Tuition In 000,000 
S +/- +792,381 $ +/- -002,396 
City/Town ACTON City/Town ASHLAND 
FTE Out 004.00 FTE Out 017.00 
Tuition Out 019,435 Tuition Out 052,588 
FTE In 068.75 FTE In 024.00 
Tuition In 215,930 Tuition In 098,864 
S +/- +196,495 $ +/- +046,276 
City/Town AGAWAM City/Town ATTLEBORO 
FTE Out 017.00 FTE Out 001.00 
Tuition Out 055,829 Tuition Out 002,415 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -055,829 $ +/- -002,415 
City/Town ALFORD City/Town AVON 
FTE Out 010.50 FTE Out 000.00 
Tuition Out 036,364 Tuition Out 000,000 
FTE In 000.00 FTE In 170.00 
Tuition In 000,000 Tuition In 685,486 
S +/- -036,364 S +/- +685,486 
City /Town AMESBURY City/Town AYER 
FTE Out 014.00 FTE Out 099.00 
Tuition Out 045,208 Tuition Out 361,464 
FTE In 034.00 FTE In 000.00 
Tuition In 099,308 Tuition In 000,000 
S +/- +054,100 S +/- -361,464 
City/Town ANDOVER City/Town BECKET 
FTE Out 007.00 FTE Out 012.00 
Tuition Out 025,888 Tuition Out 040,728 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -025,888 $ +/- -040,728 
City /Town ASHBURNHAM City/Town BEDFORD 
FTE Out 004.00 FTE Out 000.96 
Tuition Out 013,521 Tuition Out 003,672 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -013,521 S +/- -003,672 
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BE..BR - Sorted by: City/Town 
City/Town BELCHERTOWN City/Town BLACKSTONE 
FTE Out 007.00 FTE Out 013.00 
Tuition Out 021,769 Tuition Out 041,368 
FTE In 000.00 FTE In 000.00 
Tuition in 000,000 Tuition In 000,000 
S +/- -021,769 $ +/- -041,368 
City/Town BELLINGHAM City/Town BLANDFORD 
FTE Out 037.00 FTE Out 003.00 
Tuition Out 111,254 Tuition Out 009,719 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -111,254 S +/- -009,719 
City/Town BERKSHIRE HILLS (R) City/Town BOLTON 
FTE Out 000.00 FTE Out 003.00 
Tuition Out 000,000 Tuition Out 009,999 
FTE In 076.00 FTE In 005.00 
Tuition In 318,212 Tuition In 015,745 
S +/- +318,212 $ +/- +005,746 
City/Town BERLIN BOYLSTON (R) City/Town BOSTON 
FTE Out 000.00 FTE Out 014.09 
Tuition Out 000,000 Tuition Out 053,991 
FTE In 029.00 FTE In 000.00 
Tuition In 154,658 Tuition In 000,000 
S +/- +154,658 $ +/- -053,991 
City/Town BERLIN City/Town BOXBOROUGH 
FTE Out 012.00 FTE Out 004.86 
Tuition Out 043,916 Tuition Out 023,755 
FTE In 005.00 FTE In 000.00 
Tuition In 015,145 Tuition In 000,000 
S +/- -028,771 $ +/- -023,755 
City/Town BEVERLY City/Town BOXFORD 
FTE Out 076.90 FTE Out 004.00 
Tuition Out 294,644 Tuition Out 017,028 
FTE In 051.00 FTE In 000.00 
Tuition In 262,537 Tuition In 000,000 
S +/- -032,107 S +/- -017,028 
City /Town BILLERICA City/Town BROCKTON 
FTE Out 003.00 FTE Out 143.00 
Tuition Out 013,275 Tuition Out 571,561 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -013,275 $ +/- -571,561 
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BU..DO - Sorted by: City/Town 
City/Town BURLINGTON City/T own CHICOPEE 
FTE Out 001.00 FTE Out 001.00 
Tuition Out 002,952 Tuition Out 003,380 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -002,952 $ +/- -003,380 
City/T own CAMBRIDGE City/Town CLINTON 
FTE Out 002.00 FTE Out 024.00 
Tuition Out 019,583 Tuition Out 102,032 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -019,583 S +/- -102,032 
City/T own CARLISLE City/T own CONCORD 
FTE Out 001.00 FTE Out 003.00 
Tuition Out 003,647 Tuition Out 010.979 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/. 
-003,647 S ♦/- -010,979 
City/T own CHELMSFORD City/Town DALTON 
FTE Out 006.91 FTE Out 000.66 
Tuition Out 025,174 Tuition Out 002,048 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -025,174 $ +/- -002,048 
City/Town CHELSEA City/Town DANVERS 
FTE Out 002.50 FTE Out 021.00 
Tuition Out 011,644 Tuition Out 083,595 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -011,644 $ +/- -083,595 
City/T own CHESHIRE City/Town DOUGLAS 
FTE Out 001.00 FTE Out 045.20 
Tuition Out 003,578 Tuition Out 134,736 
FTE In 000.00 FTE In 006.00 
Tuition In 000,000 Tuition In 009,380 
$ +/- -003,578 $ +/- -125,356 
City/T own CHESTER City/Town DOVER 
FTE Out 003.50 FTE Out 001.00 
Tuition Out 013,117 Tuition Out 002,743 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -013,117 $ +/- -002,743 
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DR..GR - Sorted by: City/Town 
City/Town DRACUT City/Town FRAMINGHAM 
FTE Out 014.00 FTE Out 036.20 
Tuition Out 046,460 Tuition Out 141,968 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -046,460 S +/- -141,968 
City/Town DUNSTABLE City/Town FRANKLIN 
FTE Out 001.00 FTE Out 014.00 
Tuition Out 003,647 Tuition Out 044,320 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -003,647 s +/- -044,320 
City/T own EAST LONGMEADOW City/Town GARDNER 
FTE Out 003.50 FTE Out 001.00 
Tuition Out 011,132 Tuition Out 002,429 
FTE In 039.00 FTE In 028.30 
Tuition In 098,099 Tuition In 070,920 
$ +/- +086,987 $ +/- +068,491 
City/T own EASTHAMPTON City/Town GEORGETOWN 
FTE Out 001.00 FTE Out 036.00 
Tuition Out 003,695 Tuition Out 154,586 
FTE In 000.00 FTE In 035.10 
Tuition In 000,000 Tuition In 123,600 
$ +/- -003,695 $ +/- -030,986 
City/Town EGREMONT City/Town GLOUCESTER 
FTE Out 009.00 FTE Out 140.00 
Tuition Out 033,906 Tuition Out 599,256 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -033,906 S +/- -599,256 
City/T own ESSEX City/Town GRAFTON 
FTE Out 001.00 FTE Out 006.00 
Tuition Out 003,744 Tuition Out 015,967 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -003,744 $ +/- -015,967 
City/Town FITCHBURG City/Town GRANVILLE 
FTE Out 095.00 FTE Out 007.00 
Tuition Out 298,166 Tuition Out 019,845 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -298,166 S +/- -019,845 
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GR..HO - Sorted by: City/Town 
City/T own GREAT BARRINGTON City/Town HANCOCK 
FTE Out 019.16 FTE Out 000.00 
Tuition Out 076,614 Tuition Out 000,000 
FTE In 000.00 FTE In 000.00 
Tuition in 000,000 Tuition In 000,000 
$ +/- -076,614 $ +/- 000,000 
City/Town GROTON DUNSTABLE (R) City/Town HARVARD 
FTE Out 000.00 FTE Out 025.00 
Tuition Out 000,000 Tuition Out 100,172 
FTE In 072.00 FTE In 137.00 
Tuition In 222,414 Tuition In 604,327 
$ +/- +222,414 S +/- +504,155 
City/Town GROTON City/Town HAVERHILL 
FTE Out 025.00 FTE Out 065.00 
Tuition Out 081,590 Tuition Out 227,130 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -081,590 $ +/- -227,130 
City/Town GROVELAND City/Town HOLBROOK 
FTE Out 008.00 FTE Out 006.00 
Tuition Out 045,821 Tuition Out 024,552 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -045,821 S +/- -024,552 
City/Town HAMILTON WEHHAM (R) City/Town HOLDEN 
FTE Out 000.00 FTE Out 010.00 
Tuition Out 000,000 Tuition Out 044,982 
FTE In 128.00 FTE In 000.00 
Tuition In 518,482 Tuition In 000,000 
$ +/- +518,482 $ +/- -044,982 
City/T own HAMILTON City/Town HOLLISTON 
FTE Out 005.00 FTE Out 001.00 
Tuition Out 020,940 Tuition Out 005,641 
FTE In 000.00 FTE In 288.10 
Tuition In 000,000 Tuition In 913,530 
$ +/- -020,940 $ +/- +907,889 
City/Town HAMPDEN City/Town HOLYOKE 
FTE Out 002.00 FTE Out 003.00 
Tuition Out 006,688 Tuition Out 009,523 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -006,688 S +/- -009,523 
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HO..LI - Sorted by: City/Town 
City/Town HOPEDALE City/Town LANESBOROUGH 
FTE Out 036.00 FTE Out 002.00 
Tuition Out 119,691 Tuition Out 005,542 
FTE In 030.00 FTE In 000.00 
Tuition In 089,074 Tuition In 000,000 
S +/- -030,617 S +/- -005,542 
City/Town HOPK1NGTON City/Town LAWRENCE 
FTE Out 124.00 FTE Out 037.00 
Tuition Out 399,545 Tuition Out 148,628 
FTE In 019.00 FTE In 000.00 
Tuition In 056,697 Tuition In 000,000 
S +/- +342,848 S +/- -148,628 
City/Town HUBBAFOSTON City/Town LEE 
FTE Out 006.00 FTE Out 022.00 
Tuition Out 015,036 Tuition Out 090,002 
FTE In 000.00 FTE In 032.00 
Tuition In 000,000 Tuition In 187,215 
$ +/. 
-015,036 $ +/. +097,213 
City/Town HUDSON City/Town LENOX 
FTE Out 044.00 FTE Out 009.00 
Tuition Out 190,880 Tuition Out 063,685 
FTE In 000.00 FTE In 056.00 
Tuition In 000,000 Tuition In 254,688 
S +/- -190,880 $ +/- +191,003 
City/T own HUNTINGTON City/Town LEOMINSTER 
FTE Out 001.00 FTE Out 057.00 
Tuition Out 002,835 Tuition Out 228,066 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -002,835 S +/- -228,066 
City/T own IPSWICH City/Town LEXINGTON 
FTE Out 022.00 FTE Out 001.00 
Tuition Out 094,855 Tuition Out 003,418 
FTE In 047.60 FTE In 000.00 
Tuition In 176,634 Tuition In 000,000 
$ +/- +081,779 S +/- -003,418 
City/Town LANCASTER City/Town LINCOLN 
FTE Out 016.00 FTE Out 001.00 
Tuition Out 070,723 Tuition Out 004,143 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/. 
-070,723 S +/- -004,143 
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LI..ME - Sorted by: City/Town 
City/Town UTTLETON City/Town MANCHESTER 
FTE Out 044.14 FTE Out 008.00 
Tuition Out 176,703 Tuition Out 033,152 
FTE In 064.00 FTE In 172.00 
Tuition In 269,613 Tuition In 741,324 
$ +/- +092,910 S +/- +708,172 
City/Town LONGMEADOW Clty/T own MARLBOROUGH 
FTE Out 001.00 FTE Out 015.00 
Tuition Out 005,000 Tuition Out 059,164 
FTE In 061.00 FTE In 000.00 
Tuition In 223,435 Tuition In 000,000 
$ +/- +218,435 S +/- -059,164 
City/T own LOWELL City/Town MASCONOMET (R) 
FTE Out 060.50 FTE Out 000.00 
Tuition Out 211,562 Tuition Out 000,000 
FTE In 000.00 FTE In 124.00 
Tuition In 000,000 Tuition In 527,651 
$ ♦/. 
-211,562 S +/- +527,651 
City/Town LUDLOW City/T own MAYNARD 
FTE Out 003.00 FTE Out 111.50 
Tuition Out 009,148 Tuition Out 447,186 
FTE In 000.00 FTE In 006.00 
Tuition In 000,000 Tuition In 020,466 
$ +/- -009,148 S +/- -426,720 
City/Town LUNENBURG City/Town MEDFORD 
FTE Out 008.10 FTE Out 006.00 
Tuition Out 034,223 Tuition Out 032,993 
FTE In 098.00 FTE In 000.00 
Tuition In 281,791 Tuition In 000,000 
$ +/- +247,568 S +/- -032,993 
City/Town LYNN City/Town MEDWAY 
FTE Out 065.00 FTE Out 014.00 
Tuition Out 292,407 Tuition Out 053,579 
FTE In 000.00 FTE In 022.00 
Tuition In 000,000 Tuition In 076,016 
$ +/- -292,407 $ +/- +022,437 
City/Town LYNNFIELD City/T own MELROSE 
FTE Out 001.00 FTE Out 001.00 
Tuition Out 004,074 Tuition Out 004,144 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -004,074 S +/- -004,144 
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ME..NA - Sorted by: City/Town 
City/T own MENDON UPTON (R) City/Town MILLIS 
FTE Out 000.00 FTE Out 026.00 
Tuition Out 000.000 Tuition Out 076,567 
FTE In 027.00 FTE In 009.00 
Tuition In 080,666 Tuition In 042,763 
$ +/- +080,666 S +/- -033,804 
City/Town MENDON City/Town MILLVILLE 
FTE Out 014.10 FTE Out 006.00 
Tuition Out 045,313 Tuition Out 015,070 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -045,313 S +/- -015,070 
City/Town MERRIMAC City/Town MINUTEMAN (R) 
FTE Out 010.00 FTE Out 000.00 
Tuition Out 025,726 Tuition Out 000,000 
FTE In 000.00 FTE In 045.00 
Tuition in 000.000 Tuition In 320,435 
$ +/- -025,726 $ ♦/. +320,435 
City/T own METHUEN City/Town MONSON 
FTE Out 016.00 FTE Out 004.20 
Tuition Out 069,863 Tuition Out 011,989 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -069,863 S +/- -011,989 
City/T own MIDDLETON City/Town MONTEREY 
FTE Out 004.00 FTE Out 015.00 
Tuition Out 012,709 Tuition Out 059,280 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -012,709 S +/- -059,280 
City/Town MILBURY City/Town MONTGOMERY 
FTE Out 005.50 FTE Out 002.50 
Tuition Out 013,958 Tuition Out 007,519 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -013,958 S +/- -007,519 
City/Town MILFORD City/Town NASHOBA (R) 
FTE Out 048.80 FTE Out 000.00 
Tuition Out 156,992 Tuition Out 000,000 
FTE In 053.50 FTE In 070.00 
Tuition In 179,681 Tuition In 307,435 
S +/- +022,689 $ +/- +307.435 
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NA..NO - Sorted by: City/Town 
City/Town NATICK City/Town NORTH ANDOVER 
FTE Out 003.00 FTE Out 009.00 
Tuition Out 015,052 Tuition Out 040,404 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -015,052 $ +/- -040,404 
City/Town NEW MARLBOROUGH City/Town NORTH ATTLEBOROUGH 
FTE Out 011.00 FTE Out 001.00 
Tuition Out 042,550 Tuition Out 002,084 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -042.550 S +/- -002,084 
City/Town NEW SALEM City/Town NORTH MIDDLESEX (R) 
FTE Out 001.00 FTE Out 000.00 
Tuition Out 002,506 Tuition Out 000,000 
FTE In 000.00 FTE In 026.10 
Tuition In 000,000 Tuition In 078,453 
$ +/- -002,506 $ +/- +078,453 
City/Town NEWBURY Clty/T own NORTH READING 
FTE Out 027.00 FTE Out 007.00 
Tuition Out 131,508 Tuition Out 030,370 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -131,508 $ +/- -030,370 
City /Town NEWBURYPORT City/Town NORTH SHORE (R) 
FTE Out 027.00 FTE Out 000.00 
Tuition Out 101,848 Tuition Out 000,000 
FTE In 000.00 FTE In 013.00 
Tuition In 000,000 Tuition In 067,454 
S +/- -101,848 $ +/- +067,454 
City/Town NEWTON City/Town NORTHBOROUGH 
FTE Out 002.00 FTE Out 004.00 
Tuition Out 005,946 Tuition Out 013,550 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -005,946 $ +/- -013,550 
City/T own NORFOLK City/Town NORTH BRIDGE 
FTE Out 003.00 FTE Out 065.00 
Tuition Out 008,629 Tuition Out 211,577 
FTE In 000.00 FTE In 028.00 
Tuition In 000,000 Tuition In 066164 
S +/- -008,629 $ +/- -145,413 
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NO..QU - Sorted by: City/Town 
City/Town NORTON City/Town PENTUCKET (R) 
FTE Out 001.00 FTE Out 000.00 
Tuition Out 004,889 Tuition Out 000,000 
FTE In 000.00 FTE In 042.00 
Tuition In 000,000 Tuition In 196,456 
S +/- -004,889 $ +/- +196,456 
City/Town NORWOOD City/Town PEPPERELL 
FTE Out 001.00 FTE Out 030.00 
Tuition Out 002,560 Tuition Out 106,875 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -002,560 $ +/- -106,875 
City/Town OTIS City/Town PETERSHAM 
FTE Out 004.00 FTE Out 007.00 
Tuition Out 012,236 Tuition Out 018,701 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -012,236 $ +/- -018,701 
City/Town OXFORD City/Town PHILLIPSTON 
FTE Out 003.00 FTE Out 001.00 
Tuition Out 007,844 Tuition Out 002,506 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -007,844 $ +/- -002,506 
City/Town PALMER City/Town PITTSFIELD 
FTE Out 001.00 FTE Out 041.50 
Tuition Out 002,825 Tuition Out 254,542 
FTE In 022.20 FTE In 000.00 
Tuition In 065,692 Tuition In 000,000 
S +/- +62,867 S +/- -254,542 
City/Town PATHFINDER (R) City/Town PRINCETON 
FTE Out 000.00 FTE Out 004.00 
Tuition Out 000,000 Tuition Out 017,530 
FTE In 004.00 FTE In 000.00 
Tuition In 020,000 Tuition In 000,000 
$ +/- +020,000 $ +/- -017,530 
City/Town PEABODY City/Town QUABBJN (R) 
FTE Out 027.00 FTE Out 000.00 
Tuition Out 143,840 Tuition Out 000,000 
FTE In 000.00 FTE In 011.00 
Tuition In 000,000 Tuition In 027,982 
S +/- -143,840 $ +/- +027,982 
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RA..SH - Sorted by: City/Town 
City/Town RANDOLPH City/T own SALISBURY 
FTE Out 007.00 FTE Out 022.00 
Tuition Out 028,295 Tuition Out 106,559 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -028,295 S +/- -106,559 
City/Town READING City/Town SANDISFIELD 
FTE Out 001.00 FTE Out 001.00 
Tuition Out 005,845 Tuition Out 003,722 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -005,845 S +/- -003,722 
City/Town REVERE City/Town SAUGUS 
FTE Out 008.00 FTE Out 005.00 
Tuition Out 031,884 Tuition Out 024,074 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -031,884 S +/- -024,074 
City/Town ROCKPORT City/Town SHEFFIELD 
FTE Out 004.00 FTE Out 013.00 
Tuition Out 018,637 Tuition Out 065,528 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -018,637 S +/- -065,528 
City/Town ROWLEY City/Town SHERBORN 
FTE Out 028.00 FTE Out 004.00 
Tuition Out 109,646 Tuition Out 019,543 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ ♦/- -109,646 S +/- -019,543 
City/Town RUSSELL City/T own SHIRLEY 
FTE Out 006.00 FTE Out 045.00 
Tuition Out 017,686 Tuition Out 185,914 
FTE In 000.00 FTE In 010.00 
Tuition In 000,000 Tuition In 022.529 
$ +/- -017,686 S +/- -163,385 
City/T own SALEM City/Town SHREWSBURY 
FTE Out 021.00 FTE Out 005.00 
Tuition Out 115,180 Tuition Out 015,580 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -115,180 S +/- -015,580 
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SO..TE - Sorted by: City/Town 
City/Town SOMERVILLE City/Town STOUGHTON 
FTE Out 001.00 FTE Out 002.00 
Tuition Out 002,411 Tuition Out 009,778 
FTE In 000.00 FTE In 000.00 
Tuition in 000,000 Tuition In 000,000 
S +/- -002,411 S +/- 009,778 
City/Town SOUTHERN BERKSHIRE (R) City/Town STOW 
FTE Out 000.00 FTE Out 013.00 
Tuition Out 000,000 Tuition Out 051,945 
FTE In 023.82 FTE In 000.00 
Tuition In 100,457 Tuition In 000,000 
S +/- +100,457 S +/- -051,945 
City/Town SOUTH WICK TOLLAND (R) City/Town STURBRIDGE 
FTE Out 000.00 FTE Out 001.00 
Tuition Out 000,000 Tuition Out 005,000 
FTE In 052.00 FTE In 000.00 
Tuition In 167,545 Tuition In 000,000 
$ +/- +167,545 $ +/- -005,000 
City/Town SOUTHW1CK City/T own SUDBURY 
FTE Out 003.00 FTE Out 001.00 
Tuition Out 008,505 Tuition Out 004,143 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -008.505 S +/- 004,143 
City/T own SPRINGFIELD City/Town SUTTON 
FTE Out 150.50 FTE Out 011.00 
Tuition Out 437,774 Tuition Out 029,503 
FTE In 000.00 FTE In 026.00 
Tuition In 000,000 Tuition In 060,840 
$ +/- -437,774 S +/- +031,337 
City/Town STERLING CityfTown TAUNTON 
FTE Out 020.00 FTE Out 001.00 
Tuition Out 076,661 Tuition Out 003,230 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -076,661 S +/- -003,230 
City/Town STOCKBRIDGE City/Town TEMPLETON 
FTE Out 003.00 FTE Out 004.00 
Tuition Out 012,939 Tuition Out 011.496 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -12,939 S +/- -011,496 
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TE..WA - Sorted by: City/Town 
City/Town TEWKSBURY City/Town UPTON 
FTE Out 004.00 FTE Out 042.00 
Tuition Out 009.902 Tuition Out 124,070 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -009,902 S +/- -124,070 
City/T own TOLLAND City/Town UXBRIDGE 
FTE Out 001.00 FTE Out 017.00 
Tuition Out 003,980 Tuition Out 045,534 
FTE In 000.00 FTE In 088.20 
Tuition In 000,000 Tuition In 289,011 
$ +/- -003,980 S +/- +243,477 
City/Town TOPSF1ELD City/Town WAKEFIELD 
FTE Out 003.00 FTE Out 000.17 
Tuition Out 009,243 Tuition Out 000,581 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -009,243 $ +/- -000,581 
City/Town TOWNSEND Clty/T own WALES 
FTE Out 009.00 FTE Out 005.00 
Tuition Out 031,519 Tuition Out 016,035 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
$ +/- -031,519 $ +/- -016,035 
City/Town TRITON (R) City/T own WALTHAM 
FTE Out 000.00 FTE Out 027.00 
Tuition Out 000,000 Tuition Out 193,571 
FTE In 019.00 FTE In 000.00 
Tuition In 080,957 Tuition In 000,000 
S +/- +080,957 S +/- -193,571 
City/Town TYNGSBOROUGH City/Town WARE 
FTE Out 005.00 FTE Out 012.00 
Tuition Out 019,461 Tuition Out 034,466 
FTE In 033.00 FTE In 000.00 
Tuition In 090,530 Tuition In 000,000 
$ +/- +071,069 $ +/- -034,466 
City/Town TYRINGHAM City/Town WARREN 
FTE Out 001.00 FTE Out 001.00 
Tuition Out 004,621 Tuition Out 002,984 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -004,621 $ +/- -002,984 
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WA..WH - Sorted by: City/Town 
City/Town WATERTOWN City/Town WESTSTOCKBRIDGE 
FTE Out 001.00 FTE Out 004.00 
Tuition Out 004,143 Tuition Out 023,517 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -004,143 $ +/- -023,517 
City/Town WEBSTER City/Town WESTBOROUGH 
FTE Out 001.00 FTE Out 005.00 
Tuition Out 001,870 Tuition Out 017,707 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- 001,870 S +/- -017,707 
City/Town WELLESLEY City/Town WESTFIELD 
FTE Out 001.00 FTE Out 034.00 
Tuition Out 002,043 Tuition Out 111,826 
FTE In 000.00 FTE In 021.00 
Tuition In 000,000 Tuition In 061,494 
S +/- -002,043 $ +/- -050,332 
City/Town WEST BOYLSTON City/Town WESTFORD 
FTE Out 002.00 FTE Out 019.00 
Tuition Out 010,000 Tuition Out 070,401 
FTE In 060.00 FTE In 044.00 
Tuition In 271,508 Tuition In 162,328 
$ +/- +261,508 $ +/- +091,927 
City/T own WEST BRIDGEWATER City/Town WESTMINSTER 
FTE Out 001.00 FTE Out 003.00 
Tuition Out 004,889 Tuition Out 009,155 
FTE In 000.00 FTE In 000.00 
Tuition In 000,000 Tuition In 000,000 
S +/- -004,889 S +/- -009,155 
City/Town WEST NEWBURY City/T own WEYMOUTH 
FTE Out 001.00 FTE Out 002.00 
Tuition Out 004,074 Tuition Out 006,460 
FTE In 049.00 FTE In 000.00 
Tuition In 184,529 Tuition In 000,000 
S +/- +180.455 S +/- -006,460 
City/Town WEST SPRINGFIELD City/Town WHITTIER (R) 
FTE Out 007.00 FTE Out 000.00 
Tuition Out 021,767 Tuition Out 000,000 
FTE In 000.00 FTE In 018.00 
Tuition In 000,000 Tuition In 096,642 
$ +/- -021,767 S +/- +096,642 
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WI..WR - Sorted by: City/Town 
City/Town W1LBRAHAM 
FTE Out 002.00 
Tuition Out 007,390 
FTE In 072.00 
Tuition in 185,623 
$ +/- +178,233 
City/Town WNCHEN DON 
FTE Out 014.30 
Tuition Out 035,836 
FTE In 000.00 
Tuition In 000,000 
$ +/- -035,836 
City/T own WINCHESTER 
FTE Out 001.00 
Tuition Out 001,542 
FTE In 000.00 
Tuition In 000,000 
$ +/- -001,542 
City/T own WOBURN 
FTE Out 012.00 
Tuition Out 084,669 
FTE In 000.00 




FTE Out 055.00 
Tuition Out 242,290 
FTE In 000.00 
Tuition In 000,000 
S +/- -242,290 
City/T own WRENTHAM 
FTE Out 001.00 
Tuition Out 004,261 
FTE In 000.00 
Tuition In 000,000 
$ +/- -004,261 
APPENDIX G 
EDUCATION REFORM ACT OF 1993 - SECTION 61 (SCHOOL CHOICE) 
SECTION 61. Chapter 76 of the General Laws is hereby amended by striking out 
section 12B, as most recently amended by section 23 of chapter 6 of the acts of 1991, 
and inserting in place thereof the following section:- 
Section 12B. (a) As used in this section, the following terms shall have the 
following meanings: 
Above foundation reimbursement amount, 
(i) for the fiscal year nineteen hundred and ninety-four, fifty percent of the net losses 
due to the provisions of this section provided, however, that if the amount lost by 
said district pursuant to subsection (f) is greater than two percent of the total school 
budget of said district, the amount of said reimbursement shall be equal to seventy 
five percent of the net losses due to the provisions of this section; 
(ii) for fiscal year nineteen hundred and ninety-five, twenty-five percent of the net 
losses due to the provisions of this section; 
(iii) for all fiscal years after nineteen hundred and ninety-five, zero. 
Receiving district, any city, town or regional school district within the 
commonwealth in which a child does not reside, but in which that child attends public 
school under the provisions of this section. 
Sending district, any city, town or regional school district within the 
commonwealth in which a child resides, but in which that child does not attend public 
school under the provisions of this section. 
State school choice limit, in fiscal year nineteen hundred and ninety-four, one 
percent of the total number of students attending public schools in the commonwealth; 
in fiscal year nineteen hundred and ninety-five, one and one-half percent of the total 
number of students attending public schools in the commonwealth; in fiscal year 
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nineteen hundred and ninety-six, one and three-quarters percent of the total number 
of students attending public schools in the commonwealth; in fiscal year nineteen 
hundred and ninety-seven and thereafter, two percent of the total number of students 
attending public schools in the commonwealth; provided, however, that students 
enrolled under the program for the elimination of racial imbalance as provided in 
section I of chapter fifteen shall not be counted toward these limits. 
(b) Notwithstanding the provisions of section twelve, or any other special or general 
law to the contrary, any child may attend a public school, in a city or town where he 
does not reside; provided, that the receiving district shall be paid by the 
commonwealth a tuition rate as established in subsection (f). 
(c) Not later than May first of every year, the school committee of each city, town or 
regional school district shall submit a report to the department stating: 
(1) The capacity of each school in said city, town or regional school district for the 
following academic year. 
(2) The number of students expected to attend each school in said city, town, or 
regional school district in the following academic year. 
(3) The number of students attending said school district under the terms of this 
seciton in the prior school year and the number of those students who are expected 
no longer to be attending said school district in the next school year. 
(4) The number of additional seats therefore available to non-resident students 
reduced by the number of students enrolled under the program for the elimination of 
racial imbalance as provided in section I of chapter fifteen, in said charter school or 
each school in said city, town or regional school district. The Board may require every 
district to update this report in whatever manner is required to effectuate the objective 
of this section. 
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(d) Each city, town or regional school district shall enroll non-resident students at 
the school of such non-resident student’s choice, provided, however, that such 
receiving district has seats available as stated in said report; provided however, that 
this obligation to enroll non-resident students shall not appoly to a district for a school 
year in which its school committee, prior to June first, after a public hearing, adopts a 
resolution withdrawing from said obligation, for the school year beginning the 
following September. Any such resolution of a school committee shall state the 
reasons therefor, and such resolution with said reasons shall be filed with the 
department of education; provided, however, that said department shall have no 
power to review any such decision by a school committee. If the city, town or regional 
school district operates an intra-district choice plan, non-resident students may apply 
for schools on the same basis as resident students, but the intra-district choice plan 
may give preference to resident students in assigning students to schools. 
(e) Not later than the first day of July, each city, town or regional school district shall 
each year submit a non-resident attendance report to the board and to the state 
treasurer, certifying the number of non-resident applicants for each available seat in 
each school, the disposition of their applications, how many of said applicants will be 
attending the district in the next school year, the identity of the sending districts of 
those students, the annual amount of tuition for each such child and the total tuition 
owed to the district based on full or partial attendance, itemized by the amount 
attributable to each city or town of residence. The board may review said certification 
to determine that the amount of the individual tuition charged for each child is in 
accordance with the provisions of this section and shall inform the state treasurer of 
any errors. The department may also, on a post-audit basis, verify the admission and 
attendance of the number of children certified by each school district. Provided, 
further, that all said districts shall, on October first and April first, report to the board 
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and certify to the state treasurer accurate and up to date reports of all the information 
required in the non-resident attendance report. If the total number of students 
admitted to receiving districts pursuant to this section is greater than the state school 
choice limit, the board shall notify all districts that no more students may be accepted 
pursuant to this section. 
(f) For each student enrolling in a receiving district, there shall be a school choice 
tuition amount. Said tuition amount shall be equal to seventy-five percent of the actual 
per pupil spending amount in the receiving district, but not more than five thousand 
dollars; except that for special education students whose tuition amount shall remain 
the expense per student for such type of education as is required by such non¬ 
resident student. The state treasurer is hereby authorized and directed to deduct said 
school choice tuition amount from the total education aid, as defined in chapter 
seventy, of said student's sending district, prior to the distribution of said aid. In the 
case of a child residing in a municipality which belongs to a regional school district, 
the school choice tuition amount shall be deducted from said chapter seventy 
educaton aid of the school district appropriate to the grade level of the child. If, in a 
single district, the total of all such deductions exceeds the total of said education aid, 
this excess amount shall be deducted from other aid appropriated to the city or town. 
If, in a single district, the total of all such deductions exceeds the total state aid 
appropriated, the commonwealth shall appropriate this excess amount; provided, 
however, that if said district has exempted itself from the provisions of chapter seventy 
by accepting section fourteen of said chapter, the commonwealth shall assess said 
district for said excess amount. 
(g) The state treasurer is further directed to disburse to the receiving district an 
amount equal to each student's school choice tuition as defined in subsection (f). 
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(h) There shall be a parent information system established, maintained and 
developed by the board of education to disseminate to parents detailed and 
comparable information about each school system participating in the school choice 
program, so called, which shall include, but not be limited to, information on special 
programs offered by the school, philosophy of the school, number of spaces available, 
transportation plans, class sizes, teacher/student ratios, and data and information on 
school performance that indicate quality. Said information shall include the school 
profiles, so called, developed pursuant to section B of chapter sixty-nine. The board 
may include information regarding regional choice initiatives as deemed appropriate. 
The system shall have as its primary goal to ensure that all parents have an equal 
opportunity to participate in the program of interdistrict choice. The board of 
education, when disseminating this information shall encourage the parent and 
student to make at least one visit to the school of choice as part of the application 
procedure. 
(i) Subject to appropriation, the board of education shall develop and administer a 
school choice transportation reimbursement program for the purpose of providing 
reimbursement for the transportation of pupils enrolled under the provisions of this 
section. Pupils eligible for said reimbursement must be eligible to receive free or 
reduced cost lunches under eligibility guidelines promulgated by the federal 
government un 42 U.S.C. section 1758. The board may limit said reimbursement to a 
yearly amount. The types of transportation to be reimbursed pursuant to said program 
shall include, but need not be limited to the following: (1) transportation by school 
buses provided by the sending or receiving district; (2) transportation provided by the 
parent or guardian of the child; (3) transportation provided by public transportation. All 
eligible pupils who attend a school district contiguous to the school district of 
residence of such pupil shall be eligible for said reimbursement. If cost-effective 
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transportation alternatives exist for pupils who attend districts not contiguous to the 
school districts of residence of such pupils, the board may provide a transportation 
reimbursement. Said reimbursement may be paid to the district in which the pupil is 
enrolled, the district of residence of the student, or the parent, guardian, or person 
acting as guardian of the student; provided that said district or parent provide 
documentation of the transportation expenditure. The board of education shall 
promulgate regulations for the program to be placed on file with the joint committee on 
education, arts and humanities of the general court. The board of education shall 
disseminate information to parents and school systems detailing the availability of 
said transportation reimbursements. A full description of said school choice 
transportation reimbursement program shall be submitted to the house and senate 
committees on ways and means and shall not become effective until ninety days after 
said submission. Notwithstanding the second paragraph of section one, nothing in 
this section confers upon any student attending a private school any right to 
transportation or reimbursement thereto. 
(j) School committees may establish terms for accepting non-resident students; 
provided, however, that if the number of non-resident students applying for 
acceptance to said district exceeds the number of available seats, said school 
committee shall select students for admission on a random basis; provided, further, 
that said school committee shall conduct said random selection twice: one time prior 
to July first and one time prior to November first; provided, further, that no school 
committee shall discriminate in the admission of any child on the basis of race, color, 
religious creed, national origin, sex, age, sexual orientation, ancestry, athletic 
performance, physical handicap, special need or academic performance or 
proficiency in the English language. The Massachusetts Commission Against 
Discrimination, established by section fifty-six of chapter one hundred and fifty-one B, 
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shall have jurisdiction to enforce the provisions of this section; provided, further, that 
all students described in subsection (m) shall be entitled to remain in the receiving 
districts they are attending or have been accepted to attend. Any school committee 
that accepts non-resident students under the provision of this section shall notify each 
district from which it has accepted a non-resident student of its acceptance of that 
student, provided, however, that a school committee may not publicly release the 
names of students leaving or entering a district under the provisions of this section. 
(k) Any child accepted to attend a public school in a community other than the one 
in which he resides pursuant to this section shall be permitted to remain in that school 
system until his high school graduation, except if there is a lack of funding of the 
program as authorized by said sections. 
(l) Notwithstanding the provisions of this section or any general or special law to 
the contrary, any school district which admitted children on a private tuition basis prior 
to June thirtieth, nineteen hundred and ninety-one may continue, on that basis, to 
admit any child who attended its school system prior to that date, as well as any 
sibling or step-sibling of such child and any foster child residing in the home of such 
child. 
(m) Any student who, pursuant to the provisions of this section, had been attending 
or has been admitted to attend a public school of a city or town in which he does not 
reside and for whom the commonwealth had been paying tuition or, in the case of a 
student recently admitted, would be required to pay tuition in the coming year, shall be 
deemed to be a student admitted pursuant to paragraph (j) of this section, and shall be 
subject to all of the provisions of this section; provided, however, that said students 
must be allowed to remain in said school notwithstanding any determination of 
capacity or decision by the receiving district to withdraw made pursuant to this section. 
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(n) Subject to appropriation, any sending district for which the provisions of 
subsection (f) result in a reduction in state aid shall be eligible to apply for a school 
choice reimbursement from the commonwealth. If said sending district does not have 
a positive foundation gap, as defined in chapter seventy, the amount of said 
reimbursement shall be the above foundation reimbursement amount for that fiscal 
year. If said sending district does have a positive foundation gap, the amount of said 
reimbursement shall be equal to one hundred percent of the positive difference, if any, 
between (i) the amount transferred pursuant to subsection (f) and (ii) the product of the 
number of students leaving the sending district and the average per pupil expenditure 
in the sending district; provided, however, that if any district has exempted itself from 
the provisions of said chapter seventy by accepting section fourteen of said chapter, 
the district shall be ineligible for a reimbursement under this subsection; provided, 
further, that if any district that does not have a positive foundation gap becomes a 
sending district for the first time in fiscal year nineteen hundred and ninety-five or any 
year thereafter, the reimbursement amount for that district in the first year that it is a 
sending district shall be the fiscal year nineteen hundred and ninety-four 
reimbursement amount, the reimbursement amount for that district in its second year 
as a sending district shall be the fiscal year nineteen hundred and ninety-five 
reimbursement amount. Said reimbursement application shall be submitted to the 
department of education on or before October first of each year together with an 
educational corrective action plan containing information, recommendations, and 
suggestions relative to (1) areas needing improvement within the school system of the 
applicant, (2) methods of improvement to be employed, (3) goals and objectives of 
said improvement, (4) evaluation and control methods to be used, (5) personnel to be 
engaged in such improvement, (6) results intended to be accomplished within one 
year from the date of application, and (7) methods of increasing parental involvement 
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to be employed; provided that any community or regional school district that has a 
previously approved plan need not refile said plan; provided further, that approval of 
said plan by said board shall act as a condition precedent to the distribution of said 
reimbursement to the applicant community or regional school district. Under no 
circumstances shall the total amount expended pursuant to subsections (h) and (i) 
and to reimburse sending districts, pursuant to this paragraph, be greater than twenty 
million dollars. If in any year, the total amount that would be required to reimburse 
said cities at said rates would be greater than twenty million dollars, then the 
reimbursement rates shall be reduced proportionately to those rates at which the total 
cost does not exceed twenty million dollars. 
(o) The commonwealth and the school committee of any town may accept funds 
from the federal government for the purposes of this section. Any amounts received 
by the school committee of any town from the federal government, form the 
commonwealth or from a charitable foundation or private institution shall be deposited 
with the treasurer of such town and held as a separate account, and may be 
expended by said school committee without further appropriation, notwithstanding the 
provisions of section fifty-three of chapter forty-four. Whenever such funds are 
received after the submission of the annual school budget, all or any portion thereof 
may be expended by the school committee without further appropriation, but shall be 
accounted for in the next annual school budget. 
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